











(Right) SPORT SCENE. .. a compelling pano- 
rama of the great outdoors . . . an invitation to 
swing into action ... to revel in the sun... 
a very appealing corrugated repeat idea printed 
in five colors. 


2 
(Below) IN THE SOUTH .. . a delicately ren- 
dered tonal effect . . . much like a fine Japanese 
print... very popular . .. sprayed in three 


colors on white. 





GLOSSIROLL display 
items for SPRING 1939 


are now ready. The two numbers illustrated— 
"SPORT SCENE" and "IN THE SOUTH" give but a slight sug- 
gestion of the display versatility and variety the new line includes. 
EXCELSIOR DISPLAYS are the products of genuine experience 
and understanding . . . they possess a compelling originality and 





artistry ... a display responsiveness ... endurance ... a freshness 


which lingers and constantly enlivens merchandise presentations. 


| b e SEND FOR YOUR COPY OF THE SPRING BOOKLET—TODAY. 
Columbia 


ARCHITEX 


The modern "functional" display item .. . 
classic in appearance . . . versatile in use . . . sure-fire for 
achieving real distinction and individuality in all manner 
of displays. The illustrated form is "ROMAN — 4" 
FLUTE. The new EXCELSIOR SPRING BOOKLET illus- 


trates and describes the complete list of items. 


EXCELSIOR 


PAPER SPECIALTIES CO., INC. 


640 W. 57th STREET Dept. D NEW YORK 
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OUR NEXT ISSUE 


In an additional effort to bring our readers orig- 
iral ideas for adaptation to their own requirements, 
the February issue of DISPLAY WORLD inaugurates 
a new feature which will appear each month—dis- 
play sketches by de Sault, well-known Chicago de- 
signer whose work appeared for many years in 
Merchants Record and Show Window. De Sault 
will concentrate particularly on interior settings— 
special shops, ledge and counter trims, etc... .A 
particularly interesting group of men's wear dis- 
plays by prominent displaymen will be featured in 
February, as well as spring settings and a series of 
novel displays for Saks-Fifth Avenue—not to men- 
tion some twenty additional features. 


THE COVER 


The cover illustration is one of a series of 
Sun Valley resort wear displays used by Bul- 
lock's, Los Angeles, Calif. Blowups in natural 
color were placed against a "cycloramic’’ back- 
ground of blue. Treated fir trees were used. 
The mannequins shown were all especially de- 
signed for the promotion. The general window 
lighting was kept low, with spots thrown from 
above directly on the figure. The window cards 
were of silver, with foil banding. L. J. Porchia is 
display manager for Bullock's. (Photograph by 
courtesy of the Union Pacific Railroad.) 


1939 


“The greatest misconception about display 
is that it exists for itself. It must always be 
kept in mind that display is nothing more 
than a medium. We display not just to dis- 
play, but to reflect the store, the department, 


or any other idea we are trying to convey. 


"Whenever display is prostituted and used 
for itself alone, then it fails in its mission.""— 
Walter Hoving, president, Lord & Taylor, New 
York City. 
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TRYLON AND Complete 
PERTSPHERE NEW YORK WORLD’S FAIR 


World's Fair in miniature . . . third 


dimension . . . actual scale. Cabi- 
net construction and finished in 
a beautiful modern gloss durable 


white lacquer. 


Three Sizes Offered PROMOTIONAL MATERIAL 


No. W.F. 200— 20” high, Base 18” Sq. 


« * 
ees ee forWindowsand Interiors 
No. W.F. 670 — 67” high, Base 48x72’ 


... Everywhere 


Miniatures of buildings, decorative murals, 
large paintings... everything you need. Yes, 
also a Theme Building 12 feet high with me- 
chanical action and lighting features. Other 
materials designed and produced to order. 


















COmMULFA 


TRADE MARK REG. U. 5S. PAT. OFF. 


(COMMERCIAL MURALS) 


Use like wallpaper — easy to apply. 
Colorful — inexpensive. Sheets size 
40” x 50”, also 15” x 90” and 30” x 90”. 








Can be cut into smaller sections. Grand “comura”™ on walls for decoration and color — 
: ne@ beautiful designs — so easy to use. Special designs 
for windows, showrooms and exhibits. also produced with copy. 


OFFERED ONA Rental PLAN 


8 BLACK VELOUR PANELS... 4x7 ft. high... 
each with a full color original painting 
of an outstanding focal building or pan- 
orama view of the Fair. Offered in 2 series 
of 4 panels each on a RENTAL PLAN. 


Bree! 


This illustrated large folder 


shows and describes all of this 
6 ILLUMINATED DISPLAY PYLONS with 
miniatures of the Textile, Marine, Com- 
munications, Administration, Transporta- 
tion and Theme Buildings, enclosed in 
glass cylinders. 8 ft. high, 12” in diameter. 


World’s Fair display promotion 
material— with prices. Use 


your firm letterhead. 


WRITE FOR YOUR 
COPY TODAY! 


W.L. STENSGAARD & ASSOCIATES, INC.» RCA BUILDING, Rockefeller Center, NEW YORK 


General OFFICES AND FACTORY: 346 NORTH JUSTINE AVE., CHICAGO, ILLINOIS 


& 
WRITE OR WIRE TODAY FOR DETAILS 


© wis, 1938 
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TO HELP YOU Bee) oon at should Be on EveryDisplayman's Desk 


UPTURN ON THE WAY say the people-who-know. Will your 


store get its share of 1939's increased sales? Here's the book 





© Nw that will help you do it—just off the press! The new Jas. B. 


VISIT OUR NEW SHOWROOMS Williams, Inc. catalog—forty pages full of smart display fixtures 


Last season our newly designed lower 


floor salon was the talk of all the display forms and mannequins, to put more sales appeal into your dis 


world—now come and see what Eleanor 
Le Maire and Helen Cole have done 


with in fl displ , 
eS ee a a of this important reference book WRITE TODAY FOR CATALOG 


plays, more umph in your sales. If you have not received a copy 


EXCLUSIVE DISTRIBUTOR FOR 

CORA SCOVIL MANNEQUINS NO. 60. 
AND CYRILLE STEINER DISPLAY 

FIXTURES. 


JAS. B. WILLIAMS, ine. 495 seventH Ave. NEW YORK 


Display Fixtures for Today and Tomorrow 
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~The World of Tomorrow” 
\ magic carpet ride through space “two shoot forth trom the zenith, drenching the 
miles” above a perfectly integrated garden sky from horizon to horizon in all the hues NEW YORK WORLD'S FAIR 1933 
city of tomorrow will feature the central of the rainbow. INCORPORATED 
theme exhibit of the New York World's Fair. For the projection in full color of the mov- 
The exhibit, created by Henry Dreyfuss, will ing figures on the sky above the city the 350 FIFTH AVENUE . NEW YORK 


be dramatic in form. It will be housed in 
the eighteen-story  perisphere, 
structure to the 700-foot trylon, both of which 
together constitute the architectural focus 
of the fair. The exhibit will occupy a space 
which will equal two City Music 
Halls. Something of its nature can be seen 
in the large illustration below. 

will drift above and around 


companion 


Radio 


Great clouds 


the audience as it floats through space. 
Ethereal symphonies will be heard. The 
sense of being raised above the earth and 


earthly affairs, of being endowed with the 
clearer vision of the immortals, will reach a 
climax when marching legions of workers, 
symbolizing the interdependence of man in 
modern civilization, come trouping from the 
distant nearer and nearer, until the 
whole firmament is filled with towering fig- 
ures singing the song of tomorrow. 

\s the final strains of this marching air 
colored light 


skies, 


die away, streamers of 


great 





Eastman Kodak Company, working in col- 
laboration with Richard C. Engelken, fair 
consultant on lighting, has developed a new 
type of color slide projector. Twelve of 
these will be used. 

New methods of fluorescent lighting will 
be employed to create the effect of night 
illumination in the city, and fifty projectors 
of new design will be required for this pur- 
pose. The rainbow burst of light that will 
fill the sky at the climax of the show will 
be produced by twenty-four polarized light 
projectors. There will be thirty-six cloud 
projectors and 1,000 blue projectors for cre- 
ation of atmosphere. 

The model city will be built on a scale of 
16 feet to the inch, and will cover an area 
100 feet in diameter. More than 1,500 pre- 
liminary sketches, drawings and blueprints 
have been made—not only of topography, 
street plans, factory towns, harbors and 
transportation facilities, but of civic centers, 


Office of the President 


The New York World's Fair 1939 is 
display carried as near the nth degree 
as science, art, engineering and crafts- 
manship can go. It is display in mass 
proportions, and in high detail. In light- 
ing, use of color, equipment, composition 
and form, it is of tomorrow. The Fair 
Corporation and all the Fair exhibitors, 
great or small, have drawn upon every 
available talent to these ends. Readers 
of DISPLAY WORLD, therefore, in com- 
ing to the exposition should hold them- 
selves prepared, not only for a good 
time but for a forward-looking course in 
the art they represent. 


GROVER WHALEN. 








markets, hospital groups and even office 
buildings, bridges, dams and apartments. 
The entrance to the theme exhibit will be 
high up on the side of the perisphere 50 feet 
above the ground. Access will be by means 
of the two longest moving stairways ever 
built in this country. Visitors will enter 
on two levels and step on to two “magic 
carpets” placed above the other and 
moving in opposite directions. These car- 
pets or platforms will form huge rings, seem- 
ingly unsupported in space, which will 
slowly revolve, thus carrying spectators 
around the sphere to exit bridges. 
Spectators entering at the beginning of a 
cycle will see a daylight panorama, spread 
out beneath them and stretching off to the 
horizon on all sides. Clouds will form pat- 
terns overhead, and their will be 
seen passing over the countryside beneath 
Soft music will be heard. They will see a 
city, catering to a million people, with a 
working population ot 250,000, but without a 
single inhabitant. People will not live in the 
city proper. They will be housed in a rim 
of garden apartments, in suburban develop- 


one 


shadows 


ments, in satellite towns or in the country 
Factories also will be located in satellite 
towns, five of which will be shown. Green 


belt areas will circle city and towns, and 
there the intervening spaces will be devoted 
to intensive farming. 

After visitors have gazed at the model for 
two minutes, day begins to fade and lights 
in the city appear. Stars come out, a chorus 
ot a thousand heard in the dis- 
tance singing the march that forms one 
movement of the accompanying symphony 
and high in the heavens ten marching col 


voices is 


—At the left is a sketch of the interior of 
the 200-foot perisphere, containing the ex- 
hibit "Building The World Of Tomorrow." 
Visitors will stand on two moving platforms, 
seemingly detached in space, while watching 
the “community of tomorrow" below— 
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umns are seen converging on the city. As 
they approach (or grow larger as will actu- 
ally be the case), these marchers are seen to 
represent all the elements which must work 
together to make possible such a city as 
lies below. Finally they form a complete 
circle of heroic figures, a living mural, 
around the perisphere. They raise their arms 
in one final burst of song, and as the strains 
die away, great feelers of light break from 
on high and pour down in criss-crosses of 
color. The music reaches its grand finale, 
dies away, and day begins to break, marking 
the beginning of another cycle. 

The new machines which will be used to 
project the marching figures will take stand- 
ard-size, 3%4-by-4 lantern slides and shutter 
them at a rate of eight to twelve per second. 
Advantages of the slide method are that in- 
candescent rather than arc lights can be 
used, that larger negatives produce sharper 
images and emit more light, that no replace 





—Immediately above is seen a portion of 
the mural by Domenico Mortellito which will 
adorn the entrance to the Hall of Sports, 
New York World's Fair. (Fishing purists will 
raise considerable outcry, by the way, at 
the way the trout fisherman is playing his 
fish; note the position of the reel and the 
man's hands!) — 


ments are required (an important item when 
the run is 120 a day) and finally that larger 
projections can be obtained. Figures thrown 
by these projectors will be 20 feet high, and 
the width of the projection surface will be 
30 feet. No screen will be required, and no 
frame will be seen around the projections. 
\ similar type of slide projector will be used 
for the color effects at the end of the show. 

A striking portrayal of the revolutionary 
change in Man’s group life in the past 150 
years and of the opportunity that is pre- 
sented today to enjoy a richer, happier, 
healthier and longer life by proper use of 
the ever-increasing leisure time resulting 
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from technological advances will be un 
folded in the Community Interests Focal Ex 
hibit. 

Use is made in the exhibit of a wide 
variety of display techniques. Dioramas, 
moving panels, activated sets, sound, light, 
picture projection, stage effects, comic reliet 
and diagrams are combined to tell a story in 
dramatic, orderly sequence. The exhibit will 
be housed in a large hall, 140 feet long, 48 
feet wide and 37 feet high, in the Home Fur 
nishings building on Bowling Green opposite 
the I. R. T.-B. M. T. subway entrance to 
the grounds. 

Gilbert Rohde states the “show” will last 
seven minutes and will be “staged” on five 
major sets built into a semi-circular wall on 
one side of the hall. Spectators will not. sit 
through the performance but will) walk 
slowly along from the entrance of the build 
ing to the home furnishing exhibits in the 
rear as the action moves from one set to the 
next. 


The first set in the exhibit will be a dio 
rama portraying Man and the Community in 
1789. Against a background of the village 
green of a typical early American community 
will be shown, in stylized form, slightly hu 
morous figures of a traveling parson, a 
woman spinning, a shoemaker, a woman 
kneading dough, a child dipping candles, a 
man hewing a log, and a farmer ploughing 


—The Hall of Distilled Spirits at the New 
York World's Fair will house a non-commer- 
cial, cooperative exhibit by the Distilled 
Spirits Institute which will depict the effects 
of the industry on the history and economic 
life of the United States. Giass brick is 
used extensively for walls and as a decora- 
tive element. . . . The mural shown below, 
40 feet high and nearly 200 feet long, illus- 
trates how the fair will seek to breathe life 
and color into modern architecture. Exe- 
cuted by Pierre Bourdelle on a curved wall 
of the Food building, the panel depicts 
traditional harvest scenes— 
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Startins the Year Right 
lions Fifth Avenue 


By KATHLEEN RIVERS 








Hardly had the waning year in display 


died a timely death, when, with appropriate 
ceremonies, the “Dawn of a New Day” broke 
official theme 


New York City—as this 
song of the World's Fair ushered in the first 
of the New Year windows. 

While providing a perfect tie-up with the 
gala New Year's 


the starting 


over 


settings, this theme 
point for 


such far-reaching scope and imagination that 


was 
many displays of 
one wonders if the title is merely a prophecy 
of what the forthcoming year will bring in 
the way of new ideas and fresh viewpoints. 


\s usual at this time, the January white 


sales occupy much of the 


windows, with 


space in 
dramatic 


current 


more and eye-ap- 


pealing effects than these bread-and-butter 


promotions have shown in many seasons. 
Cruise settings continue to lure the eye with 
their promise of sandy beach and sunny sky 
as visualized in settings. Much of 


the glamour and appeal of these fashion pro- 


window 


motions is due to the lovely new mannequins 
which bring their charm and beauty to grace 
nearly every store along the avenue and its 
environs and which have hitherto escaped 
Macy's fta- 
this 


here. 
Ss) mx Is ot 


much-deserved mention 


mous white swans store's 





Worsinger Window Service, New York City 


great annual white sales—made their sched 
uled appearance in a double battery of win 
dows early this month. In this and the tw 
adjacent windows of the Broadway 
Display Director Irving Eldredge mount 
them on curving white ramps cascading 
household linens, and flanking a big blue bo» 
filled with neat stacks of merchandise. The 
lid of the box and “slow 
motion,” 

The exterior of the box is finished in 
medium bright blue and the interior in white. 
A blue and white label on the inside of the 
lid discusses the style and quality features 
of the merchandise which is 
“Supre-Macy” brand. 


grou 


opens closes in 


Macy’s own 
The closed top bears 





two tones of 
listing the carried under this 

The walls are finished in pale pas- 
tel blue and the title “Macy's January White 
Month” is in white cut-out letters, over 
which the renowned red star of value stands 
out boldly. 

A revival of 1890 fashions in beach apparel 
from “Southbound Shop” 
was presented with appropriate and charm 
ing settings in six 
Samuel 


label in 
items 


decorative 


a more 
pink, 


name. 


Bloomingdale's 


windows 
Blum, director of display. 


created by 
Single 


mannequins wearing the present-day ver- 
sions of the gay ‘90's bathing suits—all ot 
which were in the magenta tones—were 


posed behind oval openings in black-painted 


—At the upper left, a January white setting 
by Irving Eldredge, R. H. Macy & Co.... 
Immediately above, a resort apparel display 
by Samuel Blum, Bloomingdale's. . . . Lower 
left, ''futuristic'’ styles in men's apparel in a 
setting by Dana O'Clare, Lord & Taylor... . 
(All photographs by courtesy of Worsinger 
Window Service) — 
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picture frames decorated with a quaint pat- 
tern of magenta-tinted plaster shells and 
white cotton cording treated with plaster. 
Between the decorative frames which 
slanted inward from the base and the white 
panel backing the figure, a concealed spot- 
light played soft golden light over the man- 
nequin. A reminiscent touch was the souve 
nir pillow (or life preserver) with its fringed 
vhite cord trimming and gay beach scenes 
in red and black. Across this, the title 
sched 
r win 
le twi 
2roup 
lount 
ading 
e box 
The 
“slow 
in a 
white. 
if the the climax to a window series dramatizing white, and orange over a vivid blue wall, 
‘tures the “Traditional Inventive Genius of th exemplifying the speed and progress of th 
own American People” as a prelude to the “Dawn ~~ world of tomorrow. Dana O'Clare is dire« 
bears of a New Day.” All of the other windows — tor of display. 
exhibited choice items from the collection of A grand winter setting, highlighted with 
United States patent models trom 1790 to | sparkling “diamond pebbles,” was used by 
1880, neatly captioned. Many of these Samuel Blum, display director for Bloom 
brought smiles to the crowds gathered out ingdale’s. One of a series of six windows 
side the windows to inspect such devices as — featuring special sports attire and equipment, 
an air-conditioned toot-warmer and a ma the mannequin was poised in a_ beautiful 
chine tor making paper collars. These mod simulation of a figure skater executing an 
els were part of the original collection owned — intricate spin. The pebbles, really crushed 
by the government and released by them in — glass, shimmered and scintillated in the rays 
1925 by an act of congress. An interior dis of the window lights. Blum even covered the 
play of 500 patent models described as — pedestal with them, using a heavy base ot 
“Ingenious—Amusing—Historical” was also aluminum paint as an adhesive 
on exhibit in connection with these windows. For glamorous nights aboard ship “Dane- 
The window shown here differed greatly ing thru’ Celestial Seas” or “Rolling under 
from the others in that it projected the mind South Moon”’—Display Director Sidney 
of the onlooker into the future when such Ring, Saks-Fifth Avenue, dramatized cruise 
streamlined fashions as are shown might be fashions under these romantic titles. Typical 
included in the wardrobe of the well-dressed — of a display treatment which this store has 
man. The backgrounds throughout depicted consistently featured is the concentration of 
streamlined planes and trains, towering sky display interest on the floor of the window 
scrapers and immense cogwheels in_ black, [Continued on page 35] 
s of 
this 
pas- | 
hite 
over ae 
ands i SENG oy 
arel . “Souvenir of 1890” was carried in white let 
hop” . tering on a black streamer. 
irm | “Who can guess what the Dawn of a New 
by Day may bring in  semi-formal evening 
nel clothes for men?” questions the card text in 
ver- i Lord & Taylor window which appeared as 
1 ot 
oni —Skating apparel was shown in a sparkling 
ntec 


scene at Bloomingdale's; Samuel Blum, dis- 
play director. . . . Sidney Ring, Saks-Fifth 
Avenue, featured cruise wear in a recent 
series. The displays, one seen immediately 
above, were designed by James David 
Buckley. . . . At the upper right is a New 
Year tie-in by Samuel Blum. . . . The final 
display featured romantic evening fashions 
in a setting taken from the days when 
knighthood was in flower; by Hal Williams, 
B. Altman & Co.— 
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Retailers and 1939 Display 


Walter Hoving 

President, Lord & Taylor, New York City 

The greatest misconception about display 
is that it exists for itself. It must always 
be kept in mind that display is nothing more 
than a medium. 

We talk not just 
ourselves. 

We write not just to write, but to convey 
what we have to say. 

We display not just to display, but to re- 
flect the store, the department, or any other 
ideas we are trying to convey. 

Whenever display is prostituted and used 


to talk, but to express 


for itself alone, then it fails in its mission. 


H. Stanley Marcus 
Neiman-Marcus Company, Dallas 

In my opinion the greatest need for display 
for 1939 is to try to sell merchandise instead 
of selling backgrounds. I think the trend 
for display, particularly in New York City 
windows, has grown to the extent that the 
observer sees stage settings but very little 
merchandise. 

The World’s Fair should provide great in- 
to displaymen by the introduction 
ideas in lighting and technical 


spiration 
of many new 
equipment. 


Paul Hollister 
Executive Vice-President, R. H. Macy & Co., Inc. 
New York City 

Every display of 1939 will take its cue 
from the New York World’s Fair. The kalei- 
doscope of new colors, the new spectrum of 
lights, the fascinating and imaginative mural 
decorations, architectural conceits, and the be- 
wildering fantasy of exhibits and wares from 
all over the world should stimulate every dis- 
play-minded person who goes to the fair. The 
cultural effect of the World’s Fair is as cer- 
tain and as calculable as the commercial stim- 
ulus which it is going to give to American 
business as a whole. 

Display is one of the most important media of 
cultural influence in every city and town, and the 
displayman who ignores the fair is playing 
But don’t let him stop merely with 
the erection of trylons and perispheres 
throughout the land—foyr the World’s Fair, 
even on this gloomy day in December of 1938, 
is quite the most inspiring spot in America. 
Picture it, if you can, in the sunlight on next 
May day, and go to town! 


ostrich. 





David E. Moeser 
Treasurer and General Manager 
Conrad & Co., Inc., Boston 

There appears to have come over the dis- 
play world (and by that | mean the activity 
of display, particularly in stores) an influ- 
ence that has improved the product of display 
managers in a marked manner over even such 
a comparatively short time as a year. It is 
heing expressed in many ways, but the moti- 
vating influence seems to be that displays shall 
be devoted more and more to selling the in- 
stitution along with the merchandise. In many 
ways and in widely scattered places, those in 
charge of display have been seeking out the 
most effective means of accomplishing this. 
Lord & Taylor’s Christmas bell windows are 


probably the most striking example of the 








One of the most consistently reit- 
erated suggestion or admonition in 
this valuable group of statements from 
some of the country’s foremost retail 
executives, is that displaymen must 
“keep their feet on the ground”—that 
they must show merchandise rather 
than stage settings. ... Retailers have 
not been slow to grasp the many pos- 
sibilities for display advancement and 
tie-ins presented by the two great fairs 
to be held this year in San Francisco 
and New York City. ... On the whole, 
there is much food for thought in the 
comments, predictions, and criticisms 
in the accompanying symposium. 








extreme and I have no doubt that they con- 
tributed something to the movement. 

Whatever the cause, | think it is a fact 
that store windows will not be likely again to 
become transparent repositories of merchan- 
dise, for such a medium that can be made to 
thunder so loudly as it is now is not likely 
to lose its voice again. 

Neil Petree 
President, Barker Brothers, Los Angeles 

Window displays play an important part 
in the sales promotion of Barker Brothers. 
Mur store is a full block in length and we 
have twenty-six windows, thus giving ample 
opportunity to do a prestige and promotional 
job at the same time. 

We try to present a well-balanced program 
in our publicity and coordinate this in our 
windows. Therefore we use from four to six 
windows for the display of the finer merchan- 
dise, coordinating this with our institutional 
advertising and the publicity we daily give to 
more expensive merchandise. At the same 
time, we use about one-third of our windows 
for well-timed displays of medium-priced 
merchandise, often featuring the use, livabil- 
ity, or serviceability of the items rather than 
just the price. The rest of our windows are 
as a rule devoted to departmental events, as it 
is necessary for us to have a number of these 
every day. 

Frequently we sell more merchandise di- 
rectly from window displays than we do from 
any other form of publicity, and we have 
tested this on several occasions by putting in 
a window a day or two prior to running 
special advertisement. 


a 


Chas. S. Maginnis 
President, The Fair Store, Chicago 
Display is a very important factor in the 
distribution of merchandise, and from year to 
year it plays a more important part in build- 
ing prestige, creating desire, and producing 
sales for the store. 
If the following 
observed, better and more profitable results 


suggestions are closely 


will be obtained from the display of mer- 
chandise : 
1. By showing style merchandise timely. 


correctly, and dramatically. 
2. By enhancing the value of the merchan- 
dise on display through proper handling and 


artistic arrangement so as to emphasize th 
merchandise rather than the properties used 

3. By relative grouping and pricing so that 
the customer will be impressed at a glance 

4. By impressing everyone in the store witl 
the importance of display in the department 
as well as in the window. 

Early planning, designing, and layouts wil 
enable your display department to accomplis! 
the above with maximum efficiency and at a 
minimum cost. 


G. R. Schaeffer 
Director of Publicity, Marshall Field & Co. 
Chicago 

In no field has there been more amazing 
change in recent years than in store display 

especially interior display. 

It has taken a long time for display within 
the store to be recognized as an opportunity 
of getting people to buy more things while 
they are right in the store. Not only can 
display sell merchandise, but it can do an in- 
stitutional job of making people think what 
we want them to about our store. 

Today, when the merchandise men and _ the 
buyers make their schedule for each month's 
planned sales, they include display as well as 
advertising plans. 

Two types of 
portance : 

1. The display to stay up in the store for 
several weeks or even months. Here, ensem- 
bles of merchandise from many sections are 
brought together to be sold for’ one reason. 
An important setting is created to dramatize 
the apparel, accessories, etc., and give them a 
fresh, new appeal. 

2. The display to stay up in the store for 
a week or two only. Each section having 
suitable things ties in with a common fashion 
theme. Special cards and displays of a simi- 
lar character are found throughout the ap- 
floors. The complete 
fashion message is registered in the displays 
and the customer passing is fully aware of it 
and feels the buying urge! 


display are of equal im- 


parel and accessories 


C. S. Thompson 

Vice-President, Jordan Marsh Company, Boston 

Display is a most important function of 
sales promotion and as such should be co- 
ordinated with all other store agencies en- 
gaged in selling merchandise. 
are very closely related and the purpose of 
each is to either sell the merchandise or sug- 
gest and sell ideas so that merchandise is 
bought. Display should teach the customer 
what she needs. Display which has for its 
purpose that of suggesting and selling ideas 
will, in the long run, sell more merchandise 
than the display which merely suggests a par- 
ticular item. Education for salespeople and 
selling executives along lines to make this 
type of display more effective should be a 
definite part of the program of the display 
manager. 


These agencies 


M. J. Welsh 
Vice-President and General Manager 
Harris & Frank, Los Angeles 
We have always considered display an im- 
portant factor in our business. We are cog- 
nizant that it is an effective medium for in- 











2 «th 
used 

that 
ance 
witl 
ment 


wil 
plisl 
at a 


O°. 


zing 
splay 


ithin 
anity 
vhile 

can 
n in- 
what 


| the 
nth’s 
ll as 


im- 


for 
sem- 
are 
son. 
atize 
ma 


for 
ving 
hion 
imi- 

ap- 
plete 
ys 


rf it 


ton 
1 of 
CcOo- 
en- 
cies 
; of 
sug- 
e Is 
mer 
its 
deas 
dise 
par- 
and 
this 
ee 2 
play 


im- 
‘og- 
in- 











JANUARY, 1939 


troducing and promoting merchandise. We 
have vested in our display manager the full 
responsibility of merchandising our windows 
and interior trims. We consider his post 
equally as important as our various depart- 
ment managers. 

We judge our windows solely by the selling 
results. Elegant and costly displays are not 
the deciding element with us and our expendi- 
tures are maintained at the minimum. 

We have made it a practice to have our 
display manager, John Flotten, accompany the 
buyers to the sample rooms at the time mer- 
chandise is purchased. This gives him ample 
time to formulate ideas. 

We plan to continue the foregoing pro- 
cedure for 1939, 


John Pearl 

Sales Manager, The Namm Store, Brooklyn 

As I see it, the most important factor for 
the first six months of the year will be dis- 
plays based on tie-ups with the World’s Fair. 

Our experience during our “Fall Brooklyn 
Day” indicated to us that a World’s Fair 
theme properly dramatized creates tremendous 
interest on the part of the general public. 
We devoted our entire set of thirty-five win- 
dows to a showing of those countries that are 
participating in the fair. Results: bigger 
crowds than ever before. 

The World’s Fair presents an opportunity 
to feature a new, modern angle that can be 
tied up with almost any phase of merchandise 
effort and I expect to see such tie-ups all 
through the country. 


Brown S. McPherson 
Sales and Publicity Director, The Broadway 
Los Angeles 

The coordination of advertising and window 
display means not only the tie-up of these two 
media in the interest of a major promotion, 
but also it means planning the use of the 
windows independent of newspaper advertis- 
ing. The independent selling power of the 
windows should be borne in mind when work- 
ing out with the buyer his promotional plan 
for the month. How many items for which 
he requests newspaper space can be success- 
fully promoted through the windows alone? 
Unquestionably we will find, as we go through 
the plans of all the buyers, many items which, 
experience tells us, can be so promoted to the 
profit of the store. 

Have the display manager participate in 
the development of the sales promotion plan. 
When you are planning with the buyer that 
big dress promotion to take place the middle 
of next month, send for the display manager 
and let him hear, first hand, what an important 
event it is, and how much its success de- 
pends on his cooperation. Let him know all 
the facts about the purchase of the merchan- 
dise and the volume you are shooting for. 
Invite his suggestions for making the event 
outstanding. The chances are he will come 
through with some corking good ideas not 
only as regards the window and interior dis- 
plays, but for the good of the promotion gen- 
erally. 

When the complete sales plan for any given 
period has been drafted, discuss it in detail 
with the display manager so that he will know 
the sales objectives and the part he must play 
in achieving them. The enthusiastic coopera- 
tion of the display manager is vital to the 
success of your selling plan. Let him know 
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that his importance is recognized and ap- 
preciated. 
Victor W. Sincere 
President, Frank & Seder, Detroit 

I am a true believer in the fact that the 
window displays, in not only the cities but 
even in the smallest villages, have been one 
of the outstanding factors in brightening up 
the day-by-day condition of the minds of 
many during the recent depression. Not only 
did they serve as attractiveness from a mer- 
chandise sales standpoint, but I am sure they 
did much in their brightness to sound a cheer- 
ful note during that period. 

Every day sees new ideas and important 
ones produced and executed in such a way as 
to attract sales. They are still, and always 
will be, the real and silent salesman. 


Miss L. W. Munn 
Advertising Manager 
The Wm. Hengerer Company, Buffalo 

In discussing display problems, the same 
motivating spirit should govern window dis- 
play and interior display. A well-displayed 
store is comparable to a well-groomed person 
and should as definitely reflect the character 
of the store as the choice of clothes reflects 
the character of a person. Consequently, the 
display manager should be well-versed in the 
advertising of the store and should try to re- 
flect consistently the same style trends. 

Naturally, there are limitations to window 
display. With a limited number of windows, 
all departments can not be represented at any 
given time. Consequently, it is essential to 
select either one type of merchandise or a 
series of allied merchandise in the effort to 
tell one story completely characteristic of the 
store at the time. 

Much has been said and much has been done 
within the past year about “no-merchandise” 
windows. Purely institutional windows of 
this character must be beyond reproach and 
must be understandable to the customers of 
the store. This sounds axiomatic, but it is 
not always easy to accomplish. The out- 
standing example that most of us could refer 
to is that of the Christmas bell windows of 
Lord & Taylor’s. 

However, I believe there are very few times 
when such windows are justifiable. In most 
cases our windows should tell the simple 
story of merchandise, styles, and trends, in- 
formation that our customers need and wish. 


Maurice Spector 
President, The Blum Store, Philadelphia 

Our displays are regarded as ranking 
among the finest in the country. Our princ?- 
pal purpose in planning our windows is to 
make them so attractive that people will go 
out of their way to look into them. 

It is common knowledge that people fre- 
quently make special trips to Thirteenth and 
Chestnut streets simply to see what Blum’s 
are showing in their windows. Knowing this, 
we endeavor to display in them merchandise 
that is in keeping with the character of the 
store. Every item is dramatized and sur- 
rounded with suitable and coordinated acces- 
sories. 

We never display our lowest priced items. 
We show only “the tops” of each department, 
and while it may sometimes give the errone- 
ous impression that we sell only the top price 
lines, the public has learned that medium 


priced merchandise can be found here—se- 
lected with the same painstaking care that is 
given to our very best merchandise. 

We believe that our windows have done 
more for us in building prestige and good 
will than even our advertising. 

We seldom use prices. We let the mer- 
chandise speak for itself, always bearing in 
mind that people are more interested in beauti- 
ful merchandise than in prices or decorations 
that detract from what we are trying to sell. 


Charles R. Luger 
President, George B. Peck Company 
Kansas City, Mo. 

Not glorified displays of prestige merchan- 
dise, not haphazard displays of items regard- 
less of selling ability, but down-to-the-earth 
displays of best-sellers shown in such a way 
that they cause people to stop, look, and buy! 
Make the display tell such a forceful story 
that even an alien could understand.  Dra- 
matize “why” a looker needs the item. Make 
your displays talk, breathe action, and create 
desire. 

Ixample: if hosiery is bought for beauty, 
sheerness, and serviceability, although beauty 
is readily seen in display, I’ve never seen 
sheerness or serviceability dramatized. Why 
is it sheer? Can you see through it? Will 
it wear? Maybe it’s strong enough to sup- 
port a Ford V-8 engine. 

There is still room for improvement and 
new ideas are wanted. 


Richard H. Rich 
Vice-President, Rich's, Inc., Atlanta 

I do not think there is very much new to be 
said on this subject, but I believe we should 
begin every year with the thought and the 
reminder to ourselves that display should be 
infinitely more than the mere decorating of 
one’s store, or the mere placing of goods in 
our windows. 

It is my thought more and more, that if 
the display manager will study the selling pro- 
motions and the stocks of the various depart- 
ments, and that if he is to do his job properly 
he will give thought to the selling, presenta- 
tion, and arrangement of goods as well as to 
the decorating phase of his job. 

Here at Rich’s we are trying consistently 
to key our display efforts to our daily adver- 
tising efforts, talk the same thing verbally 
through our salespeople, pictorially through 
our display and editorially through our news- 
paper copy—simultaneously and with the same 
force. 

Every buyer knows that a slight shifting of 
goods in his stocks often starts something 
moving that was formerly buried, and yet 
the buyer rarely gives the same amount of 
thought to transmitting this knowledge into 
action as he does to other phases of his job. 

It is my belief that if the buyer would use 
the display department more as a help to 
move goods, and to present goods more attrac- 
tively and more efficiently, that the display 
department would benefit tremendously, be- 
cause they would then become sales-minded. 
Until they do become sales-minded they will 
be a fancy addition to a store’s staff instead 
of a vital, moving force. 


F. Raymond Johnson 
President, Bonwit Teller & Co., Philadelphia 
Window display will be just as important 
in 1939 as store management would have it, 
[Continued on page 42] 
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A big Hand 


Toiletries occupy a very worthwhile place 
among the profitable departments. Promot 
able for about eleven months of the year 
(February being the possible exception) at 
an average complete publicity cost of 4.5 per 
cent of sales, toiletries furnish around 2.9 
per cent of the average store’s total business, 
ranking in sixth place in the list of forty- 
four leading departments. In addition, this 
merchandise is in year-’round demand, each 
month witnessing the moving of approxi- 
mately 7 per cent of the year’s total volume 
of such items. The big exception is Decem- 
ber, of course, during which 21 per cent of 
the year’s toiletries sales are made. 

The ability of display to pave the way to 
sales on such articles should never be lost 
sight of. It does an excellent selling job for 
toiletries and is especially valuable in keep- 
ing promotion costs within the 4.5 per cent 
limit necessary for profitable selling. 

On these two pages are shown an even 
dozen toiletries settings—the work of nine 
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for Totletries 


displaymen whose ability is well known; the 


photographs are of windows that really did 


an excellent job. 

Left column, at top: Mandel Brothers, 
Chicago; upper center, by Harold Gibson, 
Rosenfield’s, Baton Rouge; lower center, by 
A. J. Roeder, William H. Block Company, 
Indianapolis; lower left, Arnold Constable, 
New York City. 

At top of opposite page, by C. R. Crawley, 
George B. Peck Company, Kansas City, Mo. 
3elow, by P. M. Howmar, Charles Birks & 
Co., Ltd., Adelaide, South Australia. 





Above, by George H. Wagner, J. L. Bran 
deis & Co., Omaha; below, a totem pole set- 
ting used by Bonwit Teller, New York City. 

Right column, upper: by Jules Brodeur, 
Richard Hudnut Sales Company, Inc., New 
York City; upper center, by A. J. Roeder; 
lower center, by Jules Brodeur; lower right, 
by Constance Christen, Mandel Brothers, 








Chicago. 
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Malcolm J. B. Tennent 
Meier & Frank; Portland, Ore. 

“Glorified simplicity’—that may 
pretty close to a contradiction in terms, but, 
technicalities aside, the phrase expresses suf- 
ficiently well what to my mind will be the 
dominating trend in the display world for 
1939. 

Certain stores have done outstanding jobs 
this treatment during the year now 
drawing to a and more will follow 
this pattern in the year to come. That is, 
after all, as it should be, for, in the last 
analysis, display must be evaluated as a 
means—not an end. We must put ourselves 
more and more in the position of our cus- 
tomers, who, whatever they think of “art for 
art’s sake,” must have their buying impulses 
our efforts—or our 


seem 


with 
close 


motivated favorably by 
essential objective has not been achieved. 
Our fundamental approach, then, should be 
realistic—common sense—and we should not 
regard this as a handicap but rather as a 
stimulus to project our art, to use all our 
originality—our “tricks of the trade,” if you 
will—to bring the observer adroitly and as 
rapidly as possible from the purely contem- 
plative state of mind to the stage where he 
will be satisfied with nothing than 
actual immediate possession of the merchan- 


else 


dise itself. 

That's what I mean by “glorified simplic- 
ity’ and that, I submit, will be the major 
trend for 1939. 


George H. Wagner 
J. L. Brandeis & Sons, Omaha 

Greater efficiency is the watchword of the 
day, and revitalized display is proving a 
major force in restoring profits to merchan- 
dising. Apparently, a shot of something 
definitely dramatic was needed to arouse the 
consuming public. Display responded with 
two outstanding new developments—painting 
with light and simplification of the merchan- 
dising theme. 

Despite past unsuccessful attempts to use 
theatrical lighting in display windows, the 
use of this medium for exploiting the mer- 
chandise is now being perfected. In expert 
hands, painting a display with light acts as 
a striking and irresistible attraction to focus 
attention on the merchandise. The general 
lighting of the display is diffused and sub- 
dued enough not to distract attention, and 
special floods of light isolate and concentrate 
on the featured merchandise. In skillfully 
executed displays, light injects a feeling of 
life into inanimate things, and that acts as 
a vital sales stimulant. 

Recently, the bold display theme of the 
past has given place to the more subtle, less 
obvious sales suggestion. Style, price, and 
promotion elements are all incorporated, but 
in a lighter, more imaginative vein that is 
easily comprehended and pleasantly received 
by customers. 


Laszlo Gabor 
Kaufmann Department Stores, Pittsburgh 
The use of all available possibilities in 


presenting merchandise as plastically and 


dynamically as possible is one of the main 
problems of the displayman. 
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Displaymen and 1939 Display 








Practically all of the several dozen 
displaymen who contributed statements 
to this Annual Review and Forecast 
number are agreed on one thing: that 
perhaps the biggest influence on dis- 
play during 1939 will be that exerted 
by the New York World’s Fair and the 
Golden Gate International Exposition. 
Lighting developments, business up- 
turn, display simplicity—each comes in 
for discussion, as well as a dozen other 
points which will furnish valuable 
ideas for the new year. 








In the field of artificial lighting big im- 
provements were made in the last year. 
From the lighting technicians almost every 
month we receive new with which to 
work. They brought daylight to the interior 
of the stores when they gave us the incon- 
spicuous, powerful fluorescent light. The in- 
telligent use of the contributions in the 
lighting field is an urgent job for the display- 
man. 

I believe the window decorator especially 
should be taught to be his own lighting engi- 
neer. With his imagination and artistic 
feeling for effects he should be able to find 
new and = surprising ways of presentation 
which would make him more independent of 
the cheap so-called display accessories. 


tools 


C. B. Clark 
H. & S. Pogue Company, Cincinnati 

What's new for 1939? Consider the pos- 
sibilities of Polaroid in display. Black light, 
television’s department-to-window sets. Flu- 
orescent and luminous lighting, and a thou- 
sand and one ideas to be found at the New 
York World’s Fair—and you will have 
enough material to make your displays for 
1939 more effective than ever before. 

Carl V. Haecker 
Montgomery Ward & Co., Chicago 

Display trends for 1939, in my opinion, will 
again follow the sensible fundamentals of 
display: that is, “sell merchandise.” 

Some of the greatest institutional or semi- 
institutional displays that have ever been 
produced made their appearance in the last 
year and were excellently executed. Others 
trying to do the same job failed miserably. 

Therefore, I believe that following the 
hasic principles of merchandise presentation 
is the best rule for most stores. 

In discussing displays recently with an 
executive of a great retail institution, he 
remarked that, “If and when displaymen 
think about emphasizing the desirability, 
then and only then will we get the most out 
of our displays.” 

It seems to me that those three words, 
“emphasizing the desirability,” tell the story 
we have so long tried to get over on what 
we really mean by display. 

This will be our slogan for 1939. 

A. J. Roeder 
Wm. H. Block Company, Indianapolis 
Dramatization seems to have been an over- 
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worked word among displaymen and mer 
chandise heads during the past year. Thi 
is especially true with the latter, as it seems 
their one direct way of expressing just hoy 
they wish the merchandise presented in th 
windows. It goes without saying that this 
is the type of display that will again be ex 
pected for the coming year, as it has defi 
nitely obtained splendid results. 

There are, however, such great events a: 
the New York World’s Fair and the Sar 
Francisco Exposition that will cast their in 
fluence on the display field. This, no doubt 
will be particularly noticed in the architec 
tural lines of background work and in light 
ing effects. Lighting specialists of the mov 
ing picture industry have long shown up our 
small efforts along these lines, and it is m) 
belief that drastic strides will be made to- 
ward more perfect and spectacular results in 
this endeavor. 

The year of ’39 will show an individualized 
style of trimming with disregard for pre 
vious methods; presenting unusual, interest 
ing, and catchy displays, as merchants are 
showing a personal interest in display as 
their best medium of advertising. 


John Miller 
Selber Brothers, Shreveport 
It is my opinion that the display trend of 
1939 will be surprisingly conservative. New 
color hues, especially in apparel, promise 
dullness of background. Flashy scenery will 
be abandoned for clear, picturesque sim- 


plicity. Individuality will be the main ob- 
jective in presenting merchandise to the 
public. 

Along with simplicity, spotlighting will 


play a greater part than ever before, thus 
necessitating more thought to the item dis- 
played and less stress on background effects. 


Everett W. Quintrell 
Elder & Johnston Company, Dayton 

Displaymen should look to the year 1939 
with renewed courage and optimism, for in- 
dications in the industrial and mercantile 
field point to a rising trend in business; this 
will result in increased sales. 

New budgets will be made for the display 
department; careful thought and planning 
should be given so our displays will come up 
to a higher level. 

Dramatic, sales-producing windows are a 
dominating factor in selling merchandise, 
and windows should be planned with care 
before displays are executed; in many cases 
you will find stores where the merchandise 
is just thrown in the windows without 
thought as to the origin, style, appeal, or 
sales possibilities. 

Displaymen should get together with the 
merchandise manager and get all the selling 
points of the merchandise to be displayed, 
find out from the advertising department if 
the article is to be advertised and how they 
are to publicize it; this will give them ideas 
that will be helpful in display. 


J. W. Campbell 
Carson Pirie Scott & Co., Chicago 
Display will have a very exciting and 


dramatic year. With a fair in New York 
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City and another in San Francisco we are 
voing to see display at its best. I hope 
every displayman will avail himself of the 
opportunity to visit one or both fairs. 


Eugene W. Turner 
Zachry's, Atlanta 

Of course, the purpose of display in almost 
every instance is to sell merchandise, and 
judging by the many favorable reports, the 
forces of good display throughout 1938 have 
certainly rung the old cash register many, 
many times—assisting, in many spots, to keep 
sales volume up and above 1937 levels. 

The successful trends employed the past 
year bring to mind the dark days of the 
depression, when display made such won- 
derful strides from a “sales conscious” 
standpoint. 

Lots will be said in this Display Review 
about the influence of the coming fairs on 
display. They’re bound to excite our imagi- 
nation and develop) many _ interesting 
thoughts during the coming season. 

While many fine things are being said 
and done to promote the status of our pro- 
fession, I urge that we continue to be “sales 
conscious” in our efforts and follow the 
middle-of-the-road policy in 1939—not going 
to extremes with improving business condi- 
tions, as was the tendency in the upswing 
of better times in 1936 and 1937. If we 
follow closely this course and prove that 
we can well manage our departments and 
are good business promoters, I believe we 
will sooner gain for our profession the re- 
spect and appreciation we deserve. 


Erwin A. Hiffman 

Hiffman Display Service, and President, Inter- 
national Association of Display Men, St. Louis 

Display, generally speaking, seems to be 
recognized more and more. However, cer- 
tain conditions and developments have arisen 
that need intelligent planning and coopera- 
tive understanding so as to keep pace with 
or ahead of other mediums of advertising. 

I firmly believe that these conditions can 
be met on some certain standards of prac 
tice adopted through an association. I fur- 
ther believe that this must be done if display 
installations for national advertisers are to 
be successfully and profitably administered. 


John Flotten 
Harris & Frank, Los Angeles 

The question of displays for 1939 has, of 
course, already received serious thought by 
all displaymen. My experience has been that 
the most successful displays in men’s wear 
have been in the promotion of style points 
and quality. By that I mean backing up our 
claims as authentic by mentioning style 
magazines. I feel that men are more skepti- 
cal about buying new styles than women. 
They are not as prone to accept radical 
deviations from what they are accustomed to 
buy and wear. Men are great window shop- 
pers and frequently purchase something 
which they have seen displayed in the win- 
dow. Therefore, it is important to impress 
them with such features as style and quality. 

I might mention that we have been very 
busy out here with details pertaining to the 
Southern California Display Club. From 
early indications I feel confident that 739 
will be a banner year. Our membership is 
increased, and as a result our work will be 
more far-reaching. 
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Louis A. Banks 
The Hecht Company, Washington 

I am sure that display is showing a defi- 
nite trend toward theatre and stage lighting. 
This of course eliminates the elaborate back- 
grounds and “get-ups” formerly used to at- 
tract the attention of the passerby. I feel 
that in 1939 more and more of this type of 
lighting will be used and a larger and more 
efficient installation will go forward because 
of its great importance in bringing out the 
merchandise itself, colors, and so torth, and 
also because it gives it a greater depth. 

I believe that more simplicity of design 
will be shown, again allowing the merchan- 
dise to be the predominating factor. 

Lastly, I hope that displaymen will con- 
tinue their good work in making themselves 
merchandisers and business men as well as 
artists and designers. Display is becoming 
more and more a profession and a profession 
demands a good business head. 





Clement Kieffer, Jr. 
The Kleinhans Company, Buffalo 

Predictions to me are like an empty bar- 
rel; they make a lot of noise, but accom- 
plish nothing. 

Displaymen could prognosticate on the 
future of display until doomsday, but it 
would avail little. True, you will publish 
advice from advertising managers, installa- 
tion and service executives ; but what is more 
essential than anything would be a few para- 
graphs from the leading merchants of the 
United States, stating what in their opinion 
is best for display. 

(Editor’s note: You must not be familiar 
with the annual Review and Forecast, Clem. 
Last year, for example, we published the 
statements of twenty of the nation’s leading 
retailers—three full pages of their comments 
on display. As for this year, take a look at 
pages 8 and 9 and the continuation else- 
where.) 

My observations and investigations have 
shown that too few merchants realize the 
power of display as an advertising medium. 
This does not apply to stores that pioneer 
ideas, such as Lord & Taylor, who daringly 
install windows without merchandise and 
still convey to the public the spirit of 
Christmas. 

My words are directed to men who have 
faith in display, but are not willing to pay 
for it either in salary, equipment, or a livable 
department for the staff to man the installa- 
tion of display S. 

Ideas do not come out of thin air—they 
must first be conceived, then designed, exe- 
cuted and installed. This requires initiative, 
ingenuity, and craftsmanship. 

I often wonder how some displaymen ac- 
complish the splendid work their windows 
manifest, in cramped quarters. I often con- 
jecture what better trims would be accom- 
plished if accommodations and spacious de- 
partments were the rule, rather than the ex- 
ception. 

Displaymen, generally 
hard-working lot, but in my opinion do not 
receive encouragement nor remuneration 
commensurate with the task they perform. 

It has been my good fortune to know many. 
I believe in them and I know that if given 
an opportunity, stores generally would profit, 
and they wouldn't have to worry about the 
future of 1939. 


speaking, are a 
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The future of 1939 looks better than 1938; 
but sitting idly by will not produce results. 

It behooves everyone to work, striving at 
all times to do each task better. Never rest 
upon your laurels—then 1939 will be more 
than kind. 

George W. Westerman 
The Commonwealth & Southern Corporation 
Jackson, Mich. 

Retail display has shown progress every 
year since time, and there is no reason to 
believe anything will ever bring about a let- 
down in its efficiency, for display advances 
with the progress of the times. Changes in 
display are, I believe, but a recognition of 
changes in public tastes, needs, and demands. 
If we turn back to displays of even two 
years ago we can easily recognize the very 
rapid progress in this field of specialized ad- 
vertising. Displaymen have found, and al- 
ways will find, ways of producing better sell- 
ing displays regardless of business condi- 
tions and even curtailed expenditures. 

The public to whom display caters has al- 
ways shown its approval of the value of dis- 
play with purchases. The real task confront- 
ing the display profession, as I view it, is 
that of selling the merchant himself the idea 
that merchandise display is not an expense 
but a dividend-paying investment, an ap- 
propriation not to be cut drastically with 
every cry of “wolf.” 

H. A. Fitzsimmons 

Armstrong Clothing Company, Cedar Rapids 

Any man or woman likes to see a style 
show with its perfect setting of beauty and 
with men, women and children with their 
clothing properly fitted and the accessories 
correctly matched. It creates the desire 
within them to be dressed like the characters 
in the review. It gives them confidence that 
their apparel is correct. 

The above statement, I believe, is what 
we will have to do in 1939—make a “silent 
stylist” out of our windows. Create the de- 
sire in the public for better and correct ap- 
parel. But there is another most important 
point—get that hidden sales punch in each 
display that will really do a selling job. 

This takes careful planning and constant 
study. When a man, woman or child walks 
out of your store with the correct apparel, 
well fitted, with perfect color harmony, he 
naturally feels an air of distinction. What 
better advertisement could any store want? 
And after all, this desire was created by “the 
sublic’s silent stylist.” 


Harry R. Schoenlaub 

Kroger Grocery & Baking Company, Cincinnati 

The display profession is standing on the 
brink of another new year and looking for- 
ward to a bright future for the displaymen 
who will start working with the coordination 
of all displays toward these factors: 

(1) Establish a character for your display. 
(2) Definitely time the display. (3) Keep 
records of sales results from the display. 
(4) Let the cash register tell you how ef- 
fective your displays were! 

And, backward lies the way for the old 
time “window dresser.” 

Aiter all, the sudden 
realism, “billboardism,” theatricalism, etc., 
displays have had their shot in the arm and 

[Continued on page 45] 
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The winter travel horizon is bright. Big 
America’s 1938-1939 
already under 
transportation agencies 


things are expected of 
vacation 


experts 


winter season, way. 


Travel and 


predict that it will, in most cases, equal or 
surpass the 1937-1938 record. 

Early snow has brought great activity 
among the ski fans, followed by a rush to 


Railroads to the northern 
looking to a 10 per cent in 


buy equipment. 
hill regions are 
crease in passengers to fill the many resorts 
that have been enlarged 
in recent North's 
earlier-than-usual 

Mexico 


have sprung up or 


months. The “unusual 


weather” also started an 
trek to 
its greatest tourist year. 

\gain the ships to the Carribean 
are well booked for the winter and 
South holds its interest for the 
longer trip. who can go farther afield 
still head for the Mediterranean, and many 
other parts of the world. 
proper 
merchandise will have to create 

settings with an atmosphere that 
goods amid suitable surround- 


southern climes. expects 
winter 
cruise 
cruises, 
America 
Those 


sunny 

In order to make the 
of the you 
suitable 
will show the 


presentation 


ings. With this in mind I am presenting 
four suggestions for settings which should 
be of great assistance to the display man- 


ager who desires a quick idea. 

Here are good captions to use for 
at the back of the window on the set- 
on show cards: 

“Warm Now Call.” 
Regions Welcome Visitors.” “Charting 
the Northland Trips.” “Cruises Head 
South.” “Popular cruises to the Carribean, 


some 
copy 
tings, or 


Lands “Sunny 


longer voyages to South America.” “Take 
r Tip.” ... “Take a Trip,” and so on. 
Sketch No. 1—This suggestion is quite 
original and modern in design and is one 
that can be worked out excellently in a 
three-dimensional effect at nominal cost. The 
entire setting is made from wall board. The 


buildings, train, autos and steamship are all 


— 


D 





ISPLAY WORLD 


Winter Vacation settings 


By GEORGE ALVIN SMITH 
Display Specialist, New York City 
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cutouts, 


apart s¢ 


sional depth. 


and should be placed several inches 
» as to secure the proper three-dimen- 
The airliner should be painted 


on to give a semblance of distance to it. At 


the rig 
which 


manner. 
foreground are to be 
remains 
you may 


space 
copy 


is also 


ht side we have a southern scene 
treated in three-dimensional 
The palm trees and growth in the 
cutouts. Plenty of 
background for any 
Note copy at 


on the 
desire to use. 


top of setting. 


Sketch No. 2—There is plenty of humor in 
this set, and it is one that is bound to at- 
tract a great deal of attention. The cost of 


product 


ion is very nominal. Most any dis- 


playman or his assistant can do the illus- 


tration 
ever, 


in line treatment as shown. How- 
you can elaborate on it to a great 
extent if you wish to spend more on it. The 


figures 
colors, 
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GETTING AWAY 


can be cutouts and then painted in 
and you can also add more detail to 


the background. The lettering in the fore- 
ground, “Getting away from it all,” really 
should be cut out and appliqued in place. 
This circular panel is flanked at each side 
with a curved panel to conform with the 
center treatment, which makes a very pleas- 
ing line treatment. The tops of the panels 
are surmounted with a triple step-back de- 
sign which in turn is given a design of palm 
and fir trees which can be cutouts or painted 
on as you see fit. 

The triple platform on which the circle 
rests adds a great deal to the completeness 
of the setting. 

Sketch No. 3—Only a partial detail has 
been worked out on this sketch as what is 
to be done for the completed setting; how- 
ever, I will endeavor to explain it in full 
detail so there will be no difficulty in pro- 
ducing it. The backing for this set consists 
of a robins-egg blue curtain made from 
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Ready 10 go 





sateen material. A large half disc is cut from 
wall board as shown and serves as the cen- 
ter piece on which scenes are painted ac- 
cording to the lettering indicated. Up at 
the top where the wording “Ready To Go” 
appears you can show an illustration of 
several people with luggage piled up ready 
to travel. At each side of the window is 
a stylized tree—the one at the left a palm 
and the other a fir or pine to tie in with 
each scene. 

A modern double deck platform is shown 
placed back of the 
This assists materially in providing eleva- 


close to the window. 
tion for showing the merchandise more ef- 
fectively. Where the limited in 
window space, wearing apparel and all sorts 


store is 


of accessories will have to be shown in one 
window. However, in the larger stores sev- 
eral windows can be allotted to exclusive 
displays of apparel, luggage, sporting equip- 
ment such as skis, skates, snow shoes, sleds, 
tennis and golf equipment, and many other 
lines of merchandise that the vacationist 
will need. 

Sketch No. 4—This 


scheme takes up the 


entire back of the window, and is one which 
requires a set of triple panels, made from 
board, 


wall which in turn are treated as 
















| Take a Trip 


with the comic 
illustration is given a three-dimensional ef 
fect. The man and woman, 
the lettering “This Winter,” and the waves 
at the base are cutouts arranged as shown. 
The A Tip 


and the clouds are painted on. 


follows: 


The center panel 


figures of the 


wording “Take Take 
The panels 
at each side are covered with travel posters 
which can from. the 
steamship, and airline companies. By 


you secure railroad, 
plac- 
ing a row of lights back of the waves you 
can produce a very pleasing effect. 

It will be a idea to make changes 
in the displays often so that you are able 


good 


to show a great variety of merchandise. A 
great deal of cooperation can be had trom 
the travel agencies, steamship, railroad and 
air lines in the nature of folders, 
photos and any other material they usually 
have on hand. 


posters, 


Lamont Ware Joins 
Watt & Shand 


Lamont A. Ware has been appointed dis 
play manager for Watt & Shand, Lancaster. 
Pa. His first assistant will be E. A. Kipp 
horn, while Reinhart, artist, and four 
displaymen comprise the rest of the depart 
ment. 


Les 


Take a Ti 





A Trip” 
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Miss Edna Wollner Wins 
Window Contest 


The only feminine “displayman”™ 
tered the Elmo National Charm Contest 
display competition, recently concluded, has 
been pronounced winner by the judges. Miss 
Edna Wollner, Gimbel Brothers, New York 
City, carried off top honors and first prize 
of $100. 


who en 


\mong those receiving honorable mention 
were W. R. Wilder, Phelps Dodge Mer 
cantile Company, ivm.: HE E 
Lauter, Walker's, Calit.: J. B 
McCann, S. Kann Sons Company, Washing 
ton, D. C.; A. L. Comstock, Innes 
Company, Wichita, Kan.; W. Frank Collins 


Douglas, 


San Diego, 


Crier ree 


The May Company, Cleveland, Ohio; Rus 
sell T. Roe, Fandel’s, St. Cloud, Minn.; | 
B. Valadie, Fine’ Brothers, Hattiesburg, 
Miss.; FE. H. Leeker, Stix, Baer, Fuller 
Company, St. Louis, Mo.; J. R. Grate, Sears 
Roebuck & Co., Kansas City, Mo.:; George 


H. Wagner, J. L. 


Brandeis Company, Omaha, 


Neb.; T. Kruse, E. W. Edwards Company, 
Syracuse, N. Y.; J. P. Kurtz, Sears Roebuck 
& Co., Shreveport, La.; J. F. Bronsing, Bry 


Block Mercantile Company, Memphis, Tenn 
W. D. Bohring, Rice’s Fashion Corner, Ine.. 
Norfolk, Va.; M. J. Munke, Wm 


Dry Goods Company, Eau Claire, Wis 


Samuelson 


$500 In Cash Prizes 
Offered In Contest 


Cash prizes totalling $500 will be awarded 
for the best window displays of “Kula Kula” 
ties, according to the manufacturer, Arthur 
Siegman, Inc., 16 East 34th street, New York 
City, to which firm all entries are to be 
mailed by not later than July 1. 
is $150, with ranging 
five prizes of $10 each. 


First prize 
others from $100 to 

Judges of the contest are William C. Segal. 
Men's Apparel Reporter: Stroock, 
Stroock Display Company, and Milton ( 
Wallach, New York Sun. All displaymen of 
stores selling men’s neckwear are 
to enter the contest. An illustrated explana 
tory brochure is available on request. 


Edward 


eligible 





A. 


j 


et 
~ a a 


MWe in Sin tthe 























16 


Advertisers and 1939 Display 





J. F. Apsey, Jr. 

Advertising Manager, The Black & Decker 
Manufacturing Company, Towson, Md. 
Certainly any merchandiser who can hon- 
estly boast the title and who is abreast of 
the times, recognizes not only the value but 
the absolute necessity of effective display as 
a part of his merchandising program. Even 
on such unromantic items as portable elec- 
tric tools, display plays an important part in 
merchandising. My own department has just 
completed a display program of major pro- 
portions, and, of course, is constantly at 

work on minor display items. 

Effective display is the major considera- 
tion before us when we plan our participa- 
tion in trade shows. Attention-getting dis- 
plays are planned for the use of our hun- 
dreds of jobbers all over the country and 
we periodically furnish to them fresh mate- 
rial for either window displays, counter dis- 
plays, or large floor display stands. I think 
that advertising itself is 99-44/100 per cent 
display—although possibly not the particu- 
lar kind of display you are thinking of. 


Robert S. Knapp 
Advertising Manager, Knapp-Monarch Company 
St. Louis 

I feel that the problem of display is not to 
find some new hidden virtue in the product 
but to bring out forcefully the points of ex- 
cellence of each individual product; hence 
we feel that the display can only be as effec- 
tive as the product itself. Whenever pos- 
sible, we design the display so the product 
will be an integral part of it. 

If you have a $15 product and a $2 display, 
your display attraction (if the product is an 
integral part of it) represents $17 worth of 
thought, attractiveness and selling appeal. 
While, if the product is not made a part 
of the display, you can have at the maximum 
only a few dollars worth of attraction. True, 
it is difficult to measure attraction in dollars 
and cents, but it is also essentially true that 
anything that represents $17 will certainly at- 
tract a great deal more attention than some- 
thing which represents only a couple of dol- 
lars. Thus we always try to combine our 
display material as closely as possible with 
the actual display of the item. For instance, 
if the product is a heating pad, we attempt 
to design a display which will not only very 
pointedly bring out the best features of our 
particular heating pad, but also one that has 
a place for holding the item itself. 

M. C. Williamson 
Bausch & Lomb Optical Company 
Rochester, N. Y. 

It is difficult to find a sales or advertising 
executive who questions the value of compe 
tent retail displays. In fact, I think it is 
reasonable to say that the success or failure 
of many retail establishments may be di 
rectly attributable to the manner in which 
they have handled their window display 
problems. 

In the optical field our problems are dis- 
tinctly different, particularly when it comes 
to the promotion of eyewear and spectacle 
lenses. As a group, our customers are pro 
fessional men selling a professional service, 
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Representing an important section 
of the national advertiser field, the 
men whose comments on display are 
given below are unanimous in agreeing 
that display has an invaluable, irre- 
placeable function in modern merchan- 
dising. It is especially interesting to 
observe how each firm is using display 
to help in its own peculiar sales prob- 
lems, one for trade shows, one for 
point-of-sale reminder advertising, 
some as a medium in its own right. 
These statements are very convincing 
proof of the importance being attached 
to display by firms whose names and 
products are known everywhere. 











and for that reason it is not always pos- 
sible for us to put out displays that are as 
sales-minded as they would be with the ordi- 
nary retail type of business. We can, and 
do, furnish our dealers with attractive, dig- 
nified displays which help to convey the idea 
that may add distinction and en- 
hance the beauty of the wearer. 

Yes, display problems are certainly dif- 
ferent in the professional field, but it is inter- 
esting to note that our series of facsimile oil 
paintings depicting high spots in optical his- 
tory are to be found in hundreds of profes- 
sional offices throughout the country which 
would not consider an ordinary commercial 
type of display. 

Display material prepared from the user’s 
point of view will “crash the gate’ where 
other displays, more selfish in their concept, 
are likely to fail. 


glasses 


Joseph M. Kraus 
Advertising Manager, A. Stein & Co., Chicago 

To state succinctly the value of display in 
modern merchandising is to point out, in the 
pitted topography of our vast sales field, the 
deep yawning between point-of-fail 
and point-of-sale. This gap is bridged suc- 
cessfully by adequate, timely and constant 
display efforts. 

In many instances, sales maps have been 
changed by this “jump-the-gap” feat pecu- 
liar to intelligent use of display. Instead of 
merely drawing together and concentrating 
all selling attempts, display has the addi- 
tional miraculous, magnetic power of pulling 
up valleys of and up-ending them 
as peaks of profits. 

Display performs the double engineering 
feats of a great coordinator and a welcome 
sales-builder-upper. All that it demands is 
Do we use it as often, as wisely, 


abyss 


losses 


to be used. 
and as completely as we should? 





H. F. Jones 

The Printz-Biederman Company, Cleveland 

In modern merchandising there is no more 
direct contact customer and mer- 
chandise than display. Its appeal is com- 
pletely grasped in a flash and it frequently 
serves as the first step to a sale. 

A well-executed display with a real idea, 
attractively arranged, dramatizes and brings 
merchandise to life. People more easily un- 


between 











JANUARY, 1939 


derstand what they see with their own eycs 
and consequently a store’s message has a 
greater chance of registering through dis- 
play than through almost any other medium 
It has the added advantage of compelling 
on-the-spot action when the buying impulse 
can be quickly and conveniently satisfied. 

Display in smaller cities, we have found, 
is particularly productive, since practically 
the whole town passes the store windows 
daily—sometimes many times; if the win 
dows are trimmed to sell, they are a dealer's 
best means of creating interest and increas- 
ing store traffic. 

Kenneth J. Clark 
Advertising Manager, The Allen-A Company 
Bennington, Vt. 

Display plays a more important part in 
merchandising than ever before. One can 
appreciate this more readily, perhaps, if one 
gives consideration to the time, thought, and 
money spent by the modern store on its dis- 
plays. Also, one should consider the dis- 
plays themselves, which are often true works 
of art and yet achieve the end for which 
displays are created—the sale of merchan- 
dise. 

As stores spend more time on displays, so 
the manufacturer has had to give more 
thought and time to the development of ma- 
terial which he supplies to his dealers for 
the creation of displays pertaining to his 
own particular product. Dealers have be- 
come very critical of this material. Today 
the manufacturer’s display matter must reach 
certain high standards if it is to be used by 
the dealer. 

In our case, dealers tell us that they no 
longer want the large type of display poster 
which they formerly used in their windows 
and about which they built displays. They 
now want small, neat cards which do not de- 
tract from the merchandise itself but become 
an integral part of the display. Our mer 
chants wish to sell goods, not advertising. 

Display is a matter that has become more 
and more important to the store and manu 
facturer alike. It is both an art and a prob 
lem that requires all of the thought and time 
that we can possibly give it. 


Moriz M. Dreyfus 

Pioneer Suspender Company, Philadelphia 

Display in all of its phases is, in my opin 
ion, more important than ever before to 
successful retail store operation. 

With operating costs going up, it is es- 
sential that stores increase their traffic and 
inviting windows are one of the most eco- 
nomical methods of creating that additional 
traffic. 

Getting the customer into the store is 
only the first step. Once in the store, the 
customer's interest must be stimulated and 
built to the point where he or she is in a 
buying frame of mind and here also display 
is a vital factor. 

More and more merchants are realizing th« 
tremendous dividends awaiting them if they 
invest enough of the budget and their whole- 
hearted cooperation in their display divi 
sion. 

[Continued on page 4o] 
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§ 7 ca 
has a x 
zh dis- A few weeks ago the formal opening of 
nedium : the remodeled Broadway-Hollywood, Holly- 
ipelling " wood, Calif., took place. The details of the 
: 1 F . ‘ ‘ . 
impulse : new first five floors are very interesting, as 
fied. : well as the window displays with which 
found, ; Aubrey L. Maley, display director, greeted 
ctically the public at the opening. 
indows A few of the highlights of the new store 
le will comprise the use of Australian lace-wood, 


ncreas sea-green frieze carpets, and the individual 
shops. The fifth floor, primarily for chil- 
dren, is finished in light tones and has very 


dealer's | flush ceiling lighting throughout, tropical 
A 
3 





simple modern designs. The beauty salon 
npany i is also located on this floor; the lounge is 
of contemporary design, featuring lace 
part im wood, paneled mirror side walls, wood grilles, 
ne can and satin copper. The Little Theatre of the 
_ if one : store is on the same floor, fully outfitted 
ht, and i with the latest in stage equipment. 
its dis- : The fourth floor has the College shop, lin- 
he dis- ca gerie, robes and negligees, house dresses, and 
» works a corset departments all built in as individual 
which . shops. The color motif consists of light 
erchan- 4 terra-cotta and blue-green. The powder 
a room is done in orchid pink and two shades 
ays, so | of gray, with paneled mirror and Belgian 
more q black marble make-up shelf. 
or ma- : “The curtain rises on the new Broadway- 
ers lor , Hollywood” was the theme for the opening 
to his windows. The millinery display illustrated 
ve be- j was shown before a background tinted with 
Poday i magenta lights, with the merchandise spotted 
t reach : in white. It should be explained that these 
ised by ¢| photographs do not show up the important 
} details, among which was the lighting. Each 
hey no i display had a different color of light, and 
poster ; in the corner window, to be described later, 
indows *| five color changes were used. The millinery 
hey 4 stands were of brushed brass and “Lucite.” 
not de- j The large base was light gold. 
become 1 The second display presented a fur coat 
r mer 4 over a wine-colored formal. The mannequin 
sing. ‘ stood on a gold block and the figurine was 
> more 4 finished in the same hue. The setting was 
manu fi the same as that in the display described in 
t prob | detail below. 
id time ¥ White chiffon formals were displayed on 
; mannequins which wore wigs of shiny horse 
hair in pastel tints. The hassock on which the 
; mannequin sat was of cerise tufted taffeta with 
gut a white fringe around the bottom. The panel 
Bisicnes of the background was of the same material. 
scion The white chiffon curtains were draped 
a against the glass and tied back with a tie- 
‘ass back representing the comedy and tragedy 
: ti masques of the stage. These were finished 
: aCO - 


in light gold. The parchment at the side of 
the window was mounted on a plastic glass 
with a erystal rod running across the top 


itional 


ore is 


to give it the appearance of a scroll. The 
re, the ; 
lighting, as mentioned above, changed. five 
vs ant ° . 
; times—one color tinting the background and 
s ina : a 
: 4 another color on the mannequins. The back- 
lisplay | : 
ground color, for example, was deep blue 
— ; while the mannequins would be cerise on 
ing the ; oe ; 
“ee i the same change. Still) more complicated 
it they 4 : ‘ ‘ 
i Was another arrangement in which each ot 
whole 3] : am ‘ 
hiv; ‘l the three figures was a different color, with 
divi 





fourth playing on the background. All 
lors were kept to the fuschia shades. 
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America 


When the business of modern 
puts a new calendar pad on its desk, as has 
just been done, and prepares to start the un- 
folding of another twelve months, it is quite 
proper that thoughts should turn to the vol- 
ume of business that may be expected for 
the period. After the term “Sales” has re- 
ceived its due consideration, then it 
proper, and altogether that 
ous thought be devoted to that all-important 
term “Manufacturing Cost,” which, in 
the involved in 
producing and distributing the merchandise 


is also 
hecessary, seri 
gen 
eral, covers entire expense 
or service which is eventually converted into 
“Sales.” 

In this respect the modern display execu- 
tive is no exception. If his thoughts have 
not already touched on these two basic busi- 
the difference between which 
represents either a profitable or an unprofit 
able operating result, it is high time that he 
turn his attention to the problems of budget 
plans, selling costs, production labor and ma 


ness factors, 


terials costs, maintenance and overhead ex- 
pense, other forms of operating costs, and 


Name 


ESTIMATE ACTUAL 


Labor | 
Construct 
Production 
Art 


Sales 


Art | 


Total Labor 


Mat. Constr 
Mat. Art 
| 
Total Mat | 
| | 
Burden Cons. | | 
| 
Burden Art | | | 
| | | 
Potal Burden | | | 
¢| | 
Total | 
Mfg Cost | 


Gross Profit 

or Mark up 

Rid or 

Billing | 
%, Gross | 
Profit | | | 
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SIMPLIFYING ACCOUNTING METHODS 


By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


the most practical methods of computing 
them. 

Cost accounting, in either a display manu- 
facturing organization or a private depart- 
ment turning out a volume of business, has 
been looked upon as a burdensome task and 
as one in which more detail is involved than 
its importance would justify. But in what 
other manner can we determine if a certain 
job is being profitably produced, or if a cer- 
department is functioning within its 
budget? It is true that cost accounting in 
display manutacturing can be a “detail buga- 
considering all the petty and varied 
items of expense that are involved from the 
time that a display design is conceived on 
down through its many stages of production 


tain 


boo,” 


—Below is the master form described in the 
accompanying article. Complete cost in- 
formation is provided at any stage of pro- 
duction. On the reverse side of the form 
are three divisions for labor detail, and a 
space for comments. Horizontal ruled lines 
separating the various items do not show in 
this reproduction— 


| Detail 


DETAILS ART PRODUCT. LABOR __ 
NAME | HOURS AMT 
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Pee 


MATERIAL 





DETAILS ART MATERIALS 


DETAILS ART SALES LABOR _ 


NAME. | HOURS | AMT. 





MATERIAL | 


QUANTITY | AMT. 








DETAILS CONSTRUCTION MATERIALS 
QUANTITY 





to installation or showing. On the other 
hand, there are some modern methods or sv\s- 
tems in vogue which have been primarily 
set up for practical classification and c¢ 
solidation of all major and minor expense 
items in display production operation. They 
provide all the essential accounting figures 
for close expense control, 

In the organization of which the writer is 
head, we which 
furnishes us with a daily reference sheet for 


have established a system 
every job that may be in production, so that 
to check our accrued 
of production progress at any stage or date. 
Aside from the costs of production labor and 
material, an expense budget is, of 
the first requisite, if an organization or a 
department is to attempt to analyze its an- 
ticipated results for a six or twelve months 
period. Such an expense budget should be 
set up, dependent upon the particular prob 
lems or conditions current within an organi 
department, to cover advertising 
promotion, executive I, 
[Continued on page 44] 
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— 











e otl er 
Or SVS- 
‘imari! 
id cx 
eXPenise 
The 


figures 


< 


riter jis 
which 
leet for 
so that 
‘| Costs 
mr date. 
or and 
course, 
1 ora 
its an- 
months 
uld be 
' prob- 
rgani 
rtising 
srhead, 


~ 
AMT. 


RPS tee 





"See ibe ecaeilasic + 





sity arene nina 


JANUARY, 1939 


Color A Natural 
In Lord & Taylor's 

When Lord and Taylor “Burst into Color” 
last spring, sales increased tremendously. 
Every displayman knows the value of color. 
Yet.continually painting wall board back- 
grounds cuts a big slice out of the old bud- 
vet. It is especially griping to have a 
freshly painted back wall open at the joints. 
This causes universal headaches. Gene Ross 
of Bliss Display Corporation searched for 
over a year for an effective headache powder. 


Makes Extensive 
Research 

The first discovery Ross made was that 
93.4 per cent of all backgrounds were be- 
tween 8 feet 7 inches and 9 feet high. There- 
fore it was necessary to find a material at 
least 9 feet wide. Fabrics were out because 
they would not paint well, and they were too 
expensive. 





Ross Discovers 
Paper 

Over the eternal cocktail Ross met a man. 
He was a paper-mill man, and also liked 
cocktails, so off to the mill they went. This 
paper was no good. Too thin. It wouldn't 
take an artist’s wash. It wrinkled under 
water. It even wrinkled when stretched. For 
six months Ross traveled the country looking 
for a mill that could make the paper he 
wanted. Possibility after possibility was 
eliminated. One paper was too thin. If it 
was heavy enough, it wasn't wide enough. If 
it was wide enough it wasn't the right color. 
Many mills offered him a glazed surface, 
but it was impossible to paint in water color. 





The Birth 
Of NoSeam 


At last Ross met a mill man with imagina 
tion. He agreed to mix a heavy pulp and 


sift this through a very fine screen. This. 


eliminated all rough impurities. He also 
agreed to beat special colors right in the 
pulp, instead of coating only the outside sur- 
face, so the color would not come off on 
moist hands. He agreed to supplement his 
7- and 8-foot rollers with 9-foot rollers. He 
agreed to duplicate the fine mat surface of 
expensive water color paper. = In— short, 
NO-SEAM was born. In short, no other 
mill in the country can make NO-SEAM 
\ny other paper presented as NO-SEAM 
has been discarded as a possibility in Ross's 
search for the perfect product. Ross was 
not looking for the cheapest paper available. 
He found the best quality paper for the least 
money that would do the specified job he set 
out to do. (Advertisement ) 
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SPRING 
COLORS 


STYLED BY AMERICA’S 
LEADING DISPLAY DIRECTORS 


THIS IS THE FIRST TIME ANY MANUFACTURER OF DISPLAY PRODUCTS 
EVER WENT DIRECT TO THE DISPLAY DIRECTORS FOR STYLE ADVICE 
BEFORE GOING INTO PRODUCTION 





T. M. Reg. App. for 


THE ONLY BACKGROUND PAPER 
IN 13 HIGH FASHION COLORS 


FEET WIDE 


12 AND 50 YD. ROLLS 


LISS DISPLAY 
ORPORATION 


460 W. 34TH STREET, NEW YORK CITY 


Color Book and Prices on request 
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Timely Display Ideas... 


By JAMES KILEY 























—Below is an attractive unit for the display of 
shoes. The head is cut from wall board and 
appliqued to the unit. The hand is fastened in 
such a position that it hides a small electric 
(battery driven) turntable, on which a shoe 
rotates. Decorate in soft pastel tints— 
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OUP QUALITY SHOES 
SHOES 
WILL SUSTAIN YOu 

e | 


























—The figures, buildings, and large shoe are cut from wall board and are brought away 

from the background by blocks of wood to create a three-dimensional effect. The large 

shoe is covered with colored suede paper. The center panel is purposely exaggerated in 

size to give detail of cutouts. A 14-inch curtain pole is used to support the novel sole- 

shaped platforms. The holes in these small platforms are drilled at an angle, causing 

them to tilt slightly forward. A shadow-box could be made out of the center panel, and 
a strong light hidden in back of the large cut-out shoe— 






































—tThis shoe display was built for a large New York City store and proved most effective 

for an eye-catching display of evening shoes. The large head is cut from wall board and 

has strong lights in the rear for a beautiful indirect lighting effect. Silk fringe is used for 

the eye-lashes. Two shades of red velvet form the lips, glued in place. A parade of shoes 

on the two inclined units is held in place by small cleats. The large hand is of wall board 

—finger nails of red foil paper. The cut-out plaque for the copy balances the hand on 
the right. Soft pastel tints of green and orchid are used throughout— 
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—Another shoe unit, suitable for window or ledge 
display, is shown above. The three cut-out figures 
tell an effective story. A large cut-out shoe, ap- 
pliqued, is brought away from the background by 
a wooden block. This cutout can be covered with 
glossy black paper, or a colored suede paper can 
be used. Decorate in pastel tints and snap out 
the cut-out figures in bright, strong colors. The 
shelf is 7-by-6-inch white pine— 
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W. M. ZEPPEN-FIELD STUDIOS 


CREATORS AND DESIGNERS OF 


HOLLYWOOD 


Va on On 


The Finest Mannequins in America --- Every Figure 
Custom-Built To Perfection; Every Face Exclusively 
| Modeled and Beautifully Finished 


FEATURING REAL HAIR 


Originators of Removable and Interchangeable 
Ventilated Wigs 


ZEPPEN-FIELD CREATIONS 


Include Ladies, Men, Junior Misses, Prep Boys, Children 
and Many High-grade Novelties. Sizes—Any figure in 
our line may be had in sizes 12, 14 and 16, as preferred. 


Wire or write for representative to 
call or for photos by mail 


Chicago Show Room 


Midwestern States’ 
Representative 


JACK CAMERON 


209 South State St. 
Chicago, Illinois 


W. M. 


ZEPPEN-FIELD 


STUDIOS 


1057 North La Brea Ave. 
Hollywood, California 


a 





Austin C. Lescarboura 
Sales Promotional Consultant 

Croton-on-Hudson, N. Y. 
sigger advertising budgets, expanding space 
schedules, additional millions poured into sales 
promotion these cheerful trends call 
for more thoroughly rounded-out sales effort 
in 1939. No longer is there a satisfactory 
excuse for neglecting the point-of-sale link 
in the long chain of sales-building efforts. 
There is no justification for an elaborate and 
costly campaign that creates a powerful and 
well-directed buying urge, only to lose the 
in the very act of buying—to another 
specially so since advertising 


surely 


buyer 
brand or item. 


“on the carpet” and must account 


today is 
for its very existence. 

And so | that the real weak 
link in the average advertising campaign 
point-of-sale aids—is now about to receive its 
due share of attention in making many a cam 


f« r oone feel 


paign click. 
Sells Stites 
President, Keelor & Stites, Cincinnati 

Since the retailer’s display space is probably 
worth more than any other type of advertising 
he might use, the manufacturer is vitally in- 
terested in helping him make the best possible 
use of this valuable medium. With an in- 
creasingly heavy burden. of taxes and over- 
head, and in the face of alert and aggressive 
competition, retailer and manufacturer alike 
must more and more utilize display in 1939 
merchandising plans to convert Consumer good 
will into sales at the point-of-display. 

Don Watts 
Watts, Payne-Advertising, Inc., Tulsa 

With a constantly growing competition for 
the interest of every passerby, display is prob- 
ably at this time at the height of its import- 
ance. Ideas, new treatment of color, better 
effects of lighting will all contribute to getting 
the most out of an expenditure in display. 

Just as in the field of automobile design 
and in the constantly changing fashion world, 
display must be kept modern, interesting, and 
forceful enough to command quick attention. 

Bernard Slavin 
Lamport, Fox & Co., South Bend 

In my opinion, the field of display otters 
greatest) merchandising oppor- 
Manufacturers selling through 
ideas that ac- 


perhaps the 
tunity today. 
stores are hungry 
tually 
often waste 
salesmanship. 


for display 
Store windows are too 
space, lack showmanship, lack 
Effective interior displays, say 
their 


sell goods. 


dealers, are sometimes conspicuous by 
absence. 
Manufacturer, 


force usually do an excellent job of publi- 


advertising agency, sales 
cizing goods and moving them into the store. 
Then—plop! The program takes a nose dive. 
Where you need the greatest: merchandising 
activity, you often get the least. In our own 
work, we definitely make it a point to see that 
chents’ products do not remain orphans on 
dealers’ shelves. 


G. W. Vanden 
The Vanden Company, Inc., Chicago 


(;reater concentration of effort in = mer 
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To quote from one of the com- 
ments from these advertising agency 
executives, “Manufacturer, advertising 
agency, sales force usually do an ex- 
cellent job of publicizing goods and 
moving them into the store. Then— 
plop! The program takes a nose dive. 
Where you need the greatest merchan- 
dising activity, you often get the least.” 
The answer is display—and a more in- 
tensive, thoughtful use of this me- 
dium on the part of the advertiser who 
must help move his merchandise off 
the dealer’s shelves. 








chandising and display at the point-of-sale 
is being urged upon our advertisers for 
1939 than ever betore. 

In the majority of instance;, it is only re- 
peat business that is really profitable. And, 
stocks simply must turn over with a reason- 
able degree of rapidity at the point-of-sale 
if an adequate volume of repeat business is 
to be secured. 

Whenever the product manufactured is not 
too bulky we favor the shipping container- 
display type of merchandising. There are 
obvious economies in this type of display. 
It also accomplishes a greater percentage of 
actual usage by the retail dealer. 


A. William Landsheft 

President, Landsheft & Warman, Inc., Buffalo 

Display in merchandising will be a more 
important factor in 1939 than ever before. 

Advertising is being checked more closely 
than ever before. Sales in typical stores 
are being checked with and without the use 
of displays in order to determine the added 
selling power of displays. Data is being 
compiled on the relative effectiveness of dis- 
plays in different locations in the store. 
Many large advertisers know just what is 
the extra value of having two or more dis- 
plays in a store instead of only one. All of 
these check-ups are proving the value of 
displays in merchandising. 

The trend toward premiums in advertising 
is also helping display. Premiums in adver- 
tising are here to stay, and the results ob- 
tained with displays from this form of ad 
vertising are particularly impressive. 

A. L. Firestone 
Firestone Advertising Agency, St. Paul 

The experience of a number of years in 
advertising has proved to us that point-ot- 
sale advertising in the form of suitable dis- 
play is a vital and important link in turning 
desire into sales. 

In all cases where we serve chents whose 
amenable to display, we 
urge the use of 


products are 
strongly recommend and 
suitable display material. 

It is our studied opinion that the adver 
tiser who neglects this important link, loses 
many dollars otf potential sales. People’s 
memories are short—when they are reminded 
at the crucial moment, when it is 
buy, these reminders are an important means 


easy to 


in closing the sale. 
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Agencies and 1939 Display 


F. A. Hughes 
President, Hughes, Wolff & Co., Inc. 
Rochester, N. Y. 

We seldom, if ever, plan an advertising 
campaign without recommending and usually 
specifying display material. We believe in 
it whole-heartedly and like to tie it in with 
all the other advertising proposed. 

We believe it should show a good mer- 
chandising idea or tend to dress up the 
dealer's store. Cheap display material is 
almost an entire waste. 


William Larchar 

Larchar-Horton Company, Providence 

It is very difficult to dispose of the im 
portance of display in merchandising for the 
coming year in the few words allotted for 
this discussion. In my long experience in 
advertising, I have never known a time 
where the display of goods in the dealer's 
windows or store has assumed the import- 
ance that it will during the coming year. 

Competition has increased to such pro 
portions that the manufacturer who has di- 
rect control of the sale of his products finds 
it necessary to employ every factor that will 
promote the sale of his goods. One of the 
outstanding things that must be done to at- 
tract attention is the display at the point-of- 
sale. 

We look for a decided “up” in business 
in 1939 and, as a corollary of this, we look 
for an even stiffer competitive situation in 
every field. 


Ernest S. Jaros 
Vice-President, Glicksman Advertising Company, 
Inc., New York City 

Displaymen, generally leaders in develop 
ing fresh ideas and modern methods, in 
1939 will be faced with two problems—not 
new, but demanding increased attention. 

First, emphasis on direct selling appeal 
in displays. Second, pressure to reduce ex 
penses, already apparent in retail studies 
now under way. 

To meet these difficult conditions I sug- 
gest that there are important opportunities 
for manufacturers of merchandise to plan 
and produce more effective display material 


for store use—to develop stronger sales 
making appeals. 
Tragedies of the past have been less in 


wasted or unusable material than not cash- 
ing in on rich opportunities for increasing 
interest and selling effect. We have long 
recognized display as the key-note of the 
selling campaign, as evidenced by many in- 
accomplishments for our clients 


J. Seaton Huff 

Farson & Huff, Louisville 
While the value of window display can 
not be questioned, I am of the opinion that 
until some regulatory or control measures 
are available for assuring the life of dis 
plays, advertisers will continue to spend a 
great deal of money in this line without com- 
mensurate return. Particularly is this true 
of the moderate user of window display 
space. In my opinion there are too man) 
free windows, which leads to the abuse ot 

the privilege of window display. 

[Continued on page 39] 


teresting 




















RE Aes ST 


si bt Ae in Se LS 


















. €9 35 


nc. 


ertising 
usually 
lieve in 
in with 


d mer- 
up the 
erial is 


ce 
the im 
for the 
ted for 
ence in 
a time 
dealer's 
import- 
ear. 

h pro- 
has di- 
‘s finds 
lat will 
of the 
- to at- 
int-of- 


usiness 
ve look 
tion in 


mpany, 


evelop 
ds, in 
1s—not 
on. 
appeal 
ice ex 
studies 


I sug- 
unities 
o plan 
aterial 
sales 


less in 
- cash- 
“easing 
e long 
of the 
ny in- 
clients 


iy can 
n that 
asures 
»f dis 
yend a 
t com- 
is true 
lisplay 
many 
use ot 





Se ee at ert eee ee 





ial ae Se ASS casi 


rs Senet 





JANUARY, 1939 


Bingham Elected 
By N. |. A. D. M. 


Frank G. Bingham, display director, Rob- 
ertson Brothers, South Bend, Ind., was 
2 eA i , - « 

elected president of the Northern Indiana 


Association of Display Men at the organiza- 
tion's meeting at the Hotel La Salle, South 
Zend, on January 3. Other officers appointed 
are William J. Neutzman, first vice-presi- 
dent; Fred Hartman, second vice-president’: 
Harold Smith, secretary-treasurer. | . 
Edward J. Basker, retiring president, be 
comes a member of the executive board. 
The principal speaker at the meeting was 
James H. Stewart, color technician, O'Brien 
Varnish Company, South Bend, who dis- 
cussed “The Enjoyment and Uses of Coler ig 


“Rotoscope” “Introduced 
By New York Firm 


A device known as the “Rotoscope” has 
been placed on the market by Art Stininians 
Sales Company, Inc., 226 Fifth avenue New 
York City. Described as a practical, lone 
priced motion display, the “Rotoscope” has 
an upper cylinder which revolves to hiehs 4 
briet sales message tying-in with idiom: 
tions of the product or its uses shown aa 
lower cylinder, which rotates Pose 
differently colored messages can be di 
played. if 


Korrect-Way Holds 
Sales Conference 
rhirty-two distributors and representatives 
attended a two-day sales conference held re 
cently at the offices and factory of the pm 
ican Fixture & Showcase Manufacturing 
Company, St. Louis, Mo., manufacturer of 
the Korrect-Way line. The visitors were 
introduced to a new group of 2 
millinery heads, modern displayers, and a 
number of innovations in display fiatures 
rhe fixture firm has just released its new 
catalogue containing many of its most 
lar items. . iad 


also 


Lee, Bonwit's, 
Is Wed 

Tom Lee, display director, Bonwit Teller 
Inc., New York City, was married December 
2 to Miss Sarah Tomerlin, advertising 
copywriter for the same firm. Following the 
ceremony at Christ Church the couple left 
on the Bermuda Clipper for a wedding trip 


American Lady Contest 

Won By Hazelwood 

Petr prize of $100 in the American Lady 
orset Company display contest has been 
= by L. Hazelwood, Wieboldt’s Ashland 
a store, Chicago. Harry Austin 
aaa s, Pontiac, Mich., won second prize of 
7 . with third place and $25 going to the 
}. Forman Company, Rochester, N.Y ) 


Adler-Jones Releases 

New Booklet 

- oe attractive “Guide to better displays 
“4 " ing and summer” has just been re- 
leased by Adler-Jones, 521 South Wabash 
tag oe _Featuring late develop- 
a esti ‘fixtures, mannequins, and 
"abet mgoonien lor the coming seasons, the 
i | highly interesting. A number of 
dali are in full color. A copy is available 
on request to the address given above 
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It is unusual enough to find mannequins 
employed in the display of footwear, even 
though some firms have adopted this prac- 
tice. But when one finds footwear shown in 
a setting with a mannequin equipped with a 
pair of wings, the display becomes unique 
rather than unusual. Contrary to what 
might be expected, this particular window 
(seen in the illustrations) was not in the 
least of the surrealist type. On the contrary 
it was simply done, very effective in idea 
and attention value, and especially timely. 

Combining as it did the holiday motif with 
a tie-in with “I Married An Angel,” one of 
the favorite current plays running in New 
York City, this display by Ben Finklestein 
was another of his series of striking and 
original shoe windows designed for the An 
sonia Shoe Company. It was used in the 
34th street store of the chain and caused a 
great amount of comment on the part of 
shoppers, not to mention displaymen. 

The angel was typified by a Cora Scovil 
mannequin, placed in a seated position on a 
large, gold-mirror crescent to represent the 
moon. Set well toward the front of the win- 
dow, the mannequin was surrounded by eve 
ning slippers mounted on separate plateaux 

For the background rich dark blue velvet 
drapes were used, on which a large number 
of sequin stars of various sizes were appli- 
qued to glitter in the rays of spotlights. 

Fifty-seven stars, cut out and framed in 
rhinestone borders, were suspended from the 
window's ceiling by the thinnest of airplane 
wire. Although the camera has accented 
these wires, in the display itself they were 
almost invisible. In each star a different 
shoe style was displayed, making it easy for 
the shopper to select her personal choice 
from the large variety shown. 

The result was an especially interesting 
display, novel enough to attract interest and 
stimulate the imagination of shoppers, and 
yet not bizarre. 

Proper attention to timing, especially in 
connection with hit plays or current events 
which catch the public’s interest, is just as 
important in display as in disseminating 
news by the papers or over the air. It is a 
factor that, once mastered by the displayman, 
renders his windows natural centers of at- 
traction. Finklestein has used this element 
and combined with it style sense and a mer 
chandising slant of much value. 

As mentioned above, this display is one of 
a series in which Finklestein is using highly 
novel treatment for footwear settings. Other 
displays, shown in the November issue of 
DISPLAY WORLD, used “bubbles” from a 
giant champagne glass and from a magician’s 
hat to hold various shoe styles. 


—Ben Finklestein, display director, Ansonia 
Shoe Company, recently used a tie-in with 
the current New York City stage hit, "I 
Married An Angel," for one of his windows 
in the 34th street store. Rhinestone-bor- 
dered stars suspended by this wire carried 
different shoe styles. The mannequin was 
equipped with wings and seated on a cres- 
cent moon of gold-mirror— 
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Student Survey Indicates 
Display Preferences 

A study of consumer reactions to display 
has been completed by Marion Patch and 
Lottie Lawson, two students at the Michigan 
State college, Lansing, Mich., the survey be- 
ing conducted in that city. A central theme, 
a limited number of articles displayed, and 
tie-ins with other types of publicity were 
stressed as important points to be observed. 
Others were the use of price cards, color, 
and amount of printed matter. 

Seventy-nine per cent oi the 
questioned said that fewer articles in window 
displays aroused more interest. Sixty-one 
per cent said that windows with a central 
theme had more attraction tor them, while 
68 per cent wanted price cards. Some 7] 
per cent emphasized the value of tying in 
other forms of advertising with window dis- 
plays. 

Although held to be important, color need 
not follow a definite scheme in displays, ac- 
cording to the survey. Sixty-six per cent 
indicated that lengthy copy was unimportant. 


consumers 


Chicago Club 
Elects 

Carl Butler Brothers, was re- 
elected president of the Chicago Display Club 
at a meeting held at the Hotel Sherman on 
January 9. Other officers elected were Ollie 
James, first vice-president; H. R. Wilson, 
second vice-president; Charles Lagenbaugh, 
treasurer, and H. H. Nagle, secretary. Mem- 
bers of the nominating committee were FE. J. 
Berg, Howard Oehler, R. R. Jericho, Carl 
V. Haecker, Art Miller, and L. J. Dwiggins. 

Haecker, display director for Montgomery 
Ward & Co., spoke on “1939 Opportunities 
in Display.” 


Gestrine, 


Display Contest 
For Pequot Mills 

Cash totalling $1,000 are to he 
awarded by Pequot Mills, manufacturers of 
Pequot sheets and pillow cases, in a national 
window and department display 
be held this spring. 


prizes 


contest to 
Each entrant will be 
required to furnish two photographs, one of 
a window display and one of a department 
display. Prize money for the winners will 
be divided between the displayman and the 
buyer of sheets and pillow cases. Complete 
details will be announced later. 


Heirloom Contest 
Extended 

Because of many 
Heirloom Needlework 


received by 


Inc., 11 East 


requests 
Guild, 


26th street, New York City, the closing date 


on the national window display contest being 


sponsored by the firm has been extended to 


March 1, 1939, 


Dress Display Contest 
ls Announced 

Two cash prizes are to be offered by I. 
Ginsberg & Bros., Inc., New York City, tor 
the best window featuring Spode 
print dresses. 


displays 
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eamless 102 


JUMBO DISPLAY PAPER 


ITH "Seamless 102" you can 
set up backgrounds 81/2 feet 
high without a seam. The answer 
to a long perplexing problem,—an 
opener to many new display ideas. 


"Seamless 102" is a heavy (I! 
point) paper with a clean, even 
surface that will take oils, water 
colors, crayon or chalk. Available 
in four beautiful pastel colors. The 
WHITE and EGGSHELL are popu- 
lar for many requirements; the 
PALE GREEN is perfectly suited 
for sports, and vacation wear, as 
well as for Spring and Summer 
showings. The PALE BLUE ''Seam- 
less 102" is especially adapted for 
travel and sports wear promotions. 


Rolls are 12 yards $6 OO 


long, at per roll 
Write for color samples of this 
new material today. 


JOBBERS TERRITORIES AVAILABLE FOR A LIMITED TIME 


“JONES 
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NEW CARPETS for OLD 


Use Dy-O-Rug to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 
fabrics. 


For information write 
oo 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 





MILEO 


MANNEQUIN 


chosen by the better stores 


ing, sophisticated. 
FIGURES, 


coat styles. 


cluding the new “action” poses. 
Write for photographs 








In standing and flexible effects, 











Ss 


FACES of distinction; natural, charm- 


CORRECTLY PROPOR- 
TIONED to display all new dress and 


in- 


7 West 36th St., Ko von x. 
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Please Mention DISPLAY WORLD When Writing Advertisers » 
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Producers and 1939 Display 


W. L. Stensgaard 
President, W. L. Stensgaard & Associates, Inc. 
Chicago 

New York World’s 
Gate Exposition at San Francisco 
will make everything from coast to coast 
during 1939 more colorful, more enjoyable, 
because of more showmanship. Retailing 
will not have that pale, “depression look” 
because merchants will visualize more def 
initely new, colorful opportunities. They 
will do a more colorful job of merchandising. 
People will be in a more colorful mood 

The large automobile companies, oil and 
gasoline companies, railways and all trans- 
portation will be encouraging travel. 
will be “more out-of-doors,” 
and everything in general will point to more 
relaxation, longer week-ends, more 
ind “healthier and better living.” 


The 
Golden 


Fair and the 


Stores 
encouraging 


travel, 


The problem of the displayman is to help 
his place of business decide on a policy that 
will allow for a sequence of sensible, color 
ful merchandising events that will tie-in with 
these promotion opportunities. By estab 
lishing such a policy, a definite plan can be 
developed by which week to week, month to 
month, and events can 
have more than local importance, can have 
all for 
the purpose of stimulating the morale of the 
selling organization that reflects in the buying 
attitude. Never before could a business in 
stitution use its display ability to such tre 
mendous advantage. 


season to season, 


national color, national opportunities 


Now is the time for displaymen to encour 
age their employers to adopt a sensible and 
long-range display policy, at the same time 
setting aside the necessary funds to execute 
the plan approved. It is the display man 
ager’s duty to forecast such a plan, to get 
it on paper, both in illustration and mathe 
matics in that the 
have something definite to approve. 


order management can 
Strin 
vent display budgets for 1939 will be 
much out of style. 
with — the showmanship 
which is bound to exist with any aggressive 


place of business. 


very 
They can not possibly 


compete display 


Howard F, Isham 
Western Lithograph Company, Los Angeles 
Our company believes that wherever pos- 
sible an advertiser should test the effective 
ness of a display before investing a = sub- 
amount. 


Of course the mere placing of a display 1s 


stantial 


not enough any more than the mere buying 
of a page in a magazine is enough to guar 
results. 

In a display the major questions of size, 


antee successful sales 
shape, color, merchandise arrangement, and 
copy and illustration appeal can make the 
difference between a flat failure and a_ big 
success. 

Tests of displays made recently prove un 
questionably the success potential of prop- 
erly planned and distributed store display. 

Recent variety of products 
showed the following increases: 

Orange juice—55_ per 

Coffee—400 per cent 

Canned Tuna- 


Pickles— 


tests on a 
cent increase 
increase 

200 per cent increase 
1,100 per cent increase 








Display producers look to improved 
business conditions, shrewder analyses 
by national advertisers of display’s 
value in moving merchandise, and to 
the two great fairs scheduled for 1939 
to give this branch of the industry a 
powerful impetus in the field of adver- 
tising for the new year. A number of 
suggested tie-ins, with the New York 
fair in particular, will be noticed in the 
accompanying statements from several 
of the leaders of this branch of the 
display field. 








results such as these that are con- 
manufacturers that a larger share 
of their advertising appropriation must be 
used at the point-of-purchase. 


It is 
vincing 


George C. Kindred 
President, Kindred, MacLean & Co., Inc. 
New York City 

In 1939 display will continue to claim an 
increasing share of the attention of adver 
tisers. 

Several observations lead me to this opin 
ion: (1) The medium has unusually 
active during the past year, and eminently 
scecessful; (2) again, the reception of the 
window display research report, which itself 


been 


was a cooperative effort involving a great 
eroup of advertisers in this country, has 
directed attention to the unusual circula- 
tion control features of displays generally. 

Along this line we understand that several 
elements in the lithographic industry hav: 
been conducting intensive studies in appli 
cation of the principles promulgated by the 
and we, ourselves, have devoted a 
great deal of attention to extending the work 
into a close check of market coverage po- 
tentials for the benefit of our clients. 

It seems to me that displays have stepped 
nto their complete advertising 
medium. 


survey, 


OWM as a 


Carl Percy 
Carl Percy, Inc., New York City 


The 1939 offers a wonderful 
tunity to users of window display advertis- 
ing, both locally and nationally. The “World 
of Tomorrow” theme of the New York 
World’s Fair has innumerable possibilities 
for artistic and decorative expressions in 
window displays, and the great amount of 
publicity given to the famed Trylon and 
Perisphere has made them sure-fire atten- 
tion-getters in any window. 

The World's Fair committee is eager to 
cooperate with displaymen who wish to use 
the “World of Tomorrow” in’ their win- 
dows. Anyone interested can get informa- 
tion by writing to Miss Emily Woods, dis- 
play manager, New York World's Fair 1939, 
World’s Fair, New York City. 


year oppor- 


M. C. Burke 
Kalasign Company of America, Kalamazoo, Mich. 
My ideas as to the expectancy for national 
display and merchandising for 1939 may be 
considered optimistic. 


| am confident that by and large there will 
be an increase of the trend of recent years 
toward more discriminating selection and 


intelligence on the part of national adver- 


tisers in making their investments in display 
advertising. The trend wherever practical 
and possible seems to be toward a combina- 
tion of the three elementary factors of at- 
tractive display, namely, color, light, and 
action. Proper design is taken for granted. 

More selective distribution, permitting of 
higher unit cost at about the same invest- 
ment in total dollars and cents, is becoming 
recognized as sound practice. 1939 should 
see definite advancement in the quality of 
displays and in the volume of business of 
that type placed. 

Walter Jay Stephens 
Stemar Displays Company, Chicago 

For 1939 the trend of national displays 
will be production of well-planned displays 
—well produced and well distributed. They 
will be more than a bid for public favor; 
more than general advertising. 

They are, or should specific urge 
for purchase and use of the products they 
feature. That is their function. Starting 
with the basic requirement that it must be 
widely usable by the retail trade for which 
it is intended, under the many and varying 
conditions that prevail, the display 
to be effective in its function must embody 
a definite retail selling technique. 

Displays at the point-of-purchase 
the effect of all forms of advertising im 
pressions made on the consumer by adver 
tising in magazines, newspapers, and on the 
converting these advertising im- 
pressions into sales. These displays harness 
the power of advertising and bridge the gap 
dealer and consumer. 

For the sake otf completing sales, no con- 
sideration is more important than to have 
a product “in sight” at the point-of-purchase 
so that it will be “in mind” with the con- 
sumer while shopping. 

very display created must meet the re- 
quirements of wide usefulness, long range 
display value, and high retail selling efficien- 
cy. In their production, the advertiser must 
consider that effective creative ability and 
practical display knowledge are constant ne- 


be. a 


store 


focus 


radio by 


between 


cessities 


M. D. Penney 
Sales Promotion Manager, Forbes Lithograph 
Manufacturing Company, Boston 

The industrial spotlight now plays on dis- 
tribution. 

America has facilities for great and eco- 
nomical production, and a potential market 
of tremendous proportions. In between, there 
stands a distribution procedure that has 
lagged too far behind the parade. 

Advertising is distribution’s white 
advertising at the point-of-sale 
fighting that will help win the 
for greater distribution and greater 


hope, 
and pro- 
vides “in” 
battle 
sales. 

There is much more emphasis today than 
ever before on the importance of getting the 
sales story across to the consumer at or near 

[Continued on page 40] 
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/ 5 : a NEW IDEAS ¢ e NEW ITEMS e @e NEW DISPLAYS e 
on Put SPRING Into Your Displays With 
. oe 
lver- q 
splay z| 
‘tical i 
bina- | s ° i 4 
oe : Here is the answer to every displayman’s need. Versatile Rolly Board can be used for back- 
andl grounds, flooring, columns, or show case trim. This heavily embossed non-crushable board, 
“0 is available in 15 seasonal colors and in striped color combinations—both effective and smart. 
see And here are a few of the other new items that are featured in the just issued Spring and 
ould Summer line: 
y of a] KORRO PANELS WOODGRAINS MODERNE PRINTS 
liens 3 DIAMOND FLOCK (inlay and parque) (colorful laminated panels) 
CUT-OUTS FLEXIBLE WALLBOARD PANELS COLOR PROCESSED PANELS 
(recessed and flat laminations) 
plays and a host of other display materials that you have been waiting for 
he Write today for your free copy of the Greggory Spring and Summer booklet, containing full infor- 
oot. mation on the latest developments in the display field, besides many suggestions and ideas for 
effective displays. 
urge 
they 
rting 
st be 
hich 8-10 E. KINZIE STREET CHICAGO, ILLINOIS 
‘ying 
splay 
body . DISTINCTIVE DIisPrLA ¥ MATERIALS ° 
‘ocus = 
im 
lver 
1 the 
im- 
rness 
' Pap 
ieee 
~hase 
con- 
iat 
clen- 
must 
and 
f ne 
aph 
dis 
nike : 
— YOUR FREE COPY TODAY 
las 
THE REYBURN MFG. CO. Date 
1Ope ALLEGHENY AVE. AT 32nd ST. 
pro PHILA., PA. 
the Send at once my Free Copy of your 1939 Spring 
iter and Summer Display Materials Folder. 
NAME — 
than 
r the ADDRESS ___ 
near 
CITY STATE caged 























E. C. Sellinger 
Sellinger Display Service, St. Louis 

Both the display and the installation must 
do the job. No matter how fine the display 
with its powerful sales message, it 
must be on display where the message is 
seen by the greatest number of people. In 
order for this to be possible, the installation 
service company must play a vital role. They 
must employ installers of the highest type 
as to character, salesmanship, and ability— 
men who can give only the very best refer- 
ences. 

Without installation service companies of 
this type the display will not do the job it 
intended to do and will miss the op- 
portunity of getting into the better locations. 

The advertiser reliable instal- 
lation service company. 


may be, 


Was 


needs the 


L. O. Clements 

United Display Corporation, Boston 
inclined that advertisers 
window display. I think the 
question in the minds of the advertisers is 
whether suitable space can be secured in 
worthwhile locations and whether or not 
they can depend on an installation service. 

When I entered this business about seven 
years ago it was certainly in an undeveloped 
condition. There was every reason, frankly, 
why an advertiser should wonder. However, 
great strides have been made during the past 


1 am to believe 


are sold on 


five years in the professional window dis 
play industry. There is available 
the result of a most complete survey, “Facts 
and Figures on Window Display Circulation 
and Market Coverage.” This eliminates all 
guess-work with respect to suitable space in 
\lso, there has been built 
installation service 
comprising services that possess character, 
ability, experience, and dependability. There 
is no more speculation with respect to de 


now, as 


desired locations. 


up a national window 


pendable window service. 
As fast as the 
by actual operation, they are added as per 
manent users of this media. More and more 
are convincing themselves, so that the out- 
look better and 
ahead for us all. " 


advertisers are convinced 


is always bigger business 


W. W. Miller 
Midwest Window Display Service, Peoria 
There is no other advertising medium in 
that 
display, and length of appearance before po 


existence combines eye-appeal, size of 
tential customers, at so little expense, as does 
a properly installed window display. 

The advertiser is rapidly becoming aware 
of the importance of having a reliable dis- 
play service install their windows for them 
instead of having their salesmen place the 
lithographed material in the window, or 
sending it direct to the retailer for him to 
install. This is usually a waste of money, 
as this material seldom light of 
If it is installed, it is usually in an 


sees the 
day. 
unattractive manner. 

We feel that 1939 holds promise of be 
coming one of the busiest years the display 
has ever known, and that we will 
have the pleasure of installing window dis- 


business 


play in the manner it deserves. 
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Installers and 1939 Display 








On the whole, business for the dis- 
play installation field has not been at 
its best during the past couple of 
years. A note of optimism is apparent, 
however, in these comments from sev- 
eral outstanding men in this branch of 
display. The National Window Dis- 
play Survey has done much to point 
out to national advertisers the ability 
of display to make sales, and it is felt 
that improving business conditions will 
witness a similar upturn in installa- 
tions. 








Carl R. Johnson 
Johnson Display Service, Duluth 

The most important development ever to 
affect window display installation is the 
comprehensive research completed about a 
year ago by the Advertising Research Foun- 
dation. This is no doubt a long step toward 
measuring the circulation value of window 
displays. But this new “force” will not be 
of much value unless it is harnessed for 
practical operation. This is a big task, but 
its solution on a national basis is now being 
accomplished. I have high expectations in 
the results to be attained. 


N. R. Abarbanel 
Harve Ferrill & Co., Chicago 
We believe that installation of manufac 
displays in the drug, liquor, and to 
fields will maintain about the same 
average as 1938 in volume. There has been 
a decline over a period of years in the use of 
professionally installed window displays by 
drug manufacturers, to the extent that today 
windows go begging for 


turers 


bacco 


many valuable 
trims. 

Among the drug retailers in Chicago there 
has been a swing toward mass merchandise 
displays rather than the individual manu- 
facturer’s display. We believe this is because 
of the advertiser failing to capitalize on the 
free window space available in Chicago. 


Z. R. Botkin 
National Window Display Company, Indianapolis 

Another year has passed and although the 
window installation business has not had its 
biggest year, more progress is evident than 
ever before—and the advertiser realizes 
more and more the extreme importance of 
this medium. 

Most of the credit for this progress should 
be given to the survey conducted by Dr. 
Miller McClintock and his 
well as the concentrated effort of the display 
findings of this 


associates, as 
services to carry out the 
survey in their respective territories. 

The advertiser no longer considers window 
display installation as a dealer service, but 
as a tested, valuable medium of advertising— 
relaying the advertiser's message to the con- 
sumer at the point-of-sale. 


Kenneth C. Finke 
Finke Display Service, Sioux City 
National advertising through point-of-sale 
window and store displays has made great 
strides but like everything else must undergo 
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revolutionary change to keep pace with tl 
times. 

People are becoming window display cor - 
scious, even to the point where they watc) 
store windows for new displays just as the 
watch for the new edition of their favori 
publication. 

Advertisers have merely to install effecti 
displays regularly to make their sales can 
paigns successful. These effective displays 
may be created through research or other 
methods just as good advertisements are wri 
ten for publications. 


Orville McCray Wins 
Fleisher Contest 

First prize of $100 has been awarded 
Orville McCray, The May Company, Denver, 
Colo., in the window display contest spon 
sored by Fleisher Yarns, Inc. Second prize 
of $50 went to Roger Ewing, J. W. Knapp 
Company, Lansing, Mich., and third prize of 
$25 to Paul Pellegrini, Daly Brothers, E1 
reka, Calif. 

Simultaneously with the Fleisher contest, 
the manufacturer of Bear Brand Yarns spon 
sored a similar event for featuring 
the company’s products, awarding prizes of 
$100, $50, and $25 to Morris Siwander, Youn 
ker Brothers, Des Moines, Iowa; L. Don 
Royston, Allen W. Hinkel Company, Wich 
ita, Kan. and F. Sage, LaSalle & Koch, 
Toledo, Ohio, respectively. 

Judges were Lester Gaba, mannequin de 
signer; Miss Marie Burns, Notion Novelty 
Review; Miss Gilda Garcia, Polly Pettit, 
Inc.; J. M. Haskell, vice-president, Dry 
Goods Journal; Earl W. Elhart, editor, Re 
tailing, executive edition, and V. W. Sebas- 
tian, DISPLAY WORLD. 


Fur Week Top Award 
Goes To Eldredge 


First prize of $50 in the window display 


stores 


contest held in conjunction with National 
Fur Week has been awarded to Irving C 
Eldredge, R. H. Macy & Co. New York 


City. Second award of $25 went to Fred 
erick B. Sage, La Salle & Koch Company, 
Toledo, Ohio, while $15 and $10, respectively, 
went to J. E. Vent, Rike-Kumler Company, 
Dayton, Ohio, and Charles R. Crawley, 
George B. Peck Company, Kansas City, Mo 

Judges were Mrs. Polly Pettit, New York 
School of Display; E. H. Bliss Dis 
plays, Inc.; Lawrence Valenstein, The Grey 
Advertising Agency, Inc., and V. W. Sebas 
tian, DISPLAY WORLD. One hundred and 
thirty-eight entries were submitted in the 
contest. 


Glee R. Stocker Resigns 
1. A. D. M. Chairmanship 

Glee R. Stocker, Glee R. Stocker & Asso 
ciates, St. Louis, Mo., has announced his 
resignation as chairman of the board of di 
rectors of the International Association of 
Display Men, effective December 31, 1938 
Stocker had served approximately a year and 
six months as board chairman, and _ priot 
to that time was president of the associatio1 
for two terms. His 
been announced. 
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Ray Parks Wins 
|. A. D. M. Trophy 


The silver trophy offered by the Interna- 
tional Association of Display Men for the 
best window display featuring National Re- 
tail Demonstration Week has been awarded 
to Ray W. Parks, Leavitt Stores Corpora- 
tion, Manchester, N. H. Honorable mention 
went to Jerome Walter, The Namm Store, 
Brooklyn, N. Y. The judges were selected 
by the National Retail Dry Goods Associa- 
tion promotion division, sponsor of the event. 

Certificates for outstanding displays were 
awarded to Edward E. O'Donnell, 
Brothers Welden Company, Binghamton, N. 
Y.; George H. Wagner, J. L. Brandeis Com- 
Omaha, Neb.; Leo Price, Cleland 
Company, Scranton, Pa.; R. F. 
Snyder, Scranton Dry Company, 
Scranton, Pa.; T. H. Topper, Charles H. 
Bear & Co., York, Pa.; Richard A. Staines, 
Vandever Dry Goods Company, Tulsa, Okla. ; 
E. P. Elireth, Bowman's, Harrisburg, Pa., 
and Clement Kieffer, Jr.. The Kleinhans 
Company, Buffalo, N. Y. 


Sissons 


pany, 
Simpson 
Goods 


Wichita Display Guild 
Holds Party 


Seventy members and guests of the Wich 
ita Display Guild, Wichita, Kan., met a few 
days before Christmas to hold a_ holiday 
party at which Curt Hubbell, president, was 
master of ceremonies, assisted by Neil 
Kreeck and Jack 

The Guild now has a membership of fifty, 
including associates. Its officers for this 
year are: Curt Hubbell, Hubbell Display 
Equipment Company, president; Ed Perry, 
Thurston’s, vice-president ; 
urer, H. W. Morton, The Coleman Lamp & 
Stove Company; Ray Elliott, Lewin’s, chair- 
man, membership committee; Jack Bowlus, 
Spine’s, chairman, program committee 


sowlus. 


secretary-treas- 


Ultra-Violet Light Featured 
In Newark Display 

One of the outstandingly novel Christmas 
displays seen during the recent holiday sea 
son was that of the Kresge Department 
Store, Newark, N. J. The setting depicted 
Santa Claus and his reindeer dashing 
through the sky to the sound of whistling 
winds and sleigh bells. An 18,000-watt auto 
matic dimmer lowered the colored spotlights 
from full on to full off every two minutes, 
and during the latter stage four ultra-violet 
lamps focused on the background changed 
the deer and Santa Claus to a glowing green 
\rtificial snow falling through the air com 
pleted a most interesting display. No mer 
chandise was shown. 


Collier's Carries Article 
On Modern Display 
A highly interesting 
written for the layman, appeared in Collier's 
for the week of December 26. New York 
City was once more hailed as the leader in 


article on display, 


display creation, although several other firms 
throughout the country were picked out for 
special mention. Something of the history oi 
a number of prominent New York City dis- 
playmen was touched on, together with hu 
morous their display 


incidents in careers 
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AT LAST! THREE-DIMENSIONAL DISPLAYS MADE EASY 


Easy-to-use Flex-Craft is a versatile new display board that brings three- 
dimensional realism into your displays. You can bend and shape Flex-Craft 
into a countless variety of sturdy, rigid constructions. Use this distinctive 
board for making pillars, pedestals, steps, and complete backgrounds of 


practically any shape. See your jobber today about Flex-Cratft. 


Dewni img S 
eunioon Klanufachwing AY, 
FRAMINGHAM MASSACHUSETTS 


Dennison Manufacturing Co. 
Framingham, Mass. Dept. J. 


Mail today | 
Send me a free sample of Flex-Craft together 


for your ¢ 
generous 9’ with an idea booklet and folder. 
we Name 
q 6> Street 
ge” City State... 
SAMPLE * IDEAS @® INSTRUCTIONS 
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Block’s Notion Pageant 


By A. J. ROEDER 
William H. Block Company, Indianapolis 
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Away back last May the initial plans were 
laid at Block’s for the most spectacular 
promotion of notions ever seen in any coun- 
try, so far as is known. About five months 
later the affair became a reality—and to start 
it off right we had special notions displays 
in twenty windows, as well as others in the 
department itself and on the street floor. 

Widely heralded throughout the city by 
means of newspaper and radio advertising as 
the “Pageant of Notions,’ the promotion 
used display to get across the educational 
angle as well as to sell. Thirty-five manu 
facturers cooperated with the store in the 
idea, providing a wealth of material about 
which to construct interesting displays. 

Forty-five people acted as demonstrators 
during the event, and fifteen booths were 
erected in the bargain table space to accom 
modate them. Special booth decorations were 
used, these consisting of nine pairs of enor- 
mous scissors for each, these holding tiers 
of silk thread which in turn were topped by 
large thimbles. Each booth was numbered, 
the card being held by a rope of cable cord 
which was also used ornamentally. Each 
decoration also bore the title “Pageant of 
Notions.” 

The display material furnished by the 
manufacturers was particularly interesting. 
In one window, for example, Parisian but- 
tons 100 years old were shown; in another 
was the world’s largest button; another 
showed pictorially the manufacture of but- 
tons. 

As will be seen in the first illustration, 
scissors played the major role in one display. 
The scissors shown included a collection of 
shears from as far back as 1837; at the top 
of the disc in the center was a huge pair 
of pinking shears. 

The second photograph shows a window 
devoted to silk thread. Following through 
with the educational theme which predomi- 
nated in this promotion, the window con- 
tained photographs showing every step in 
silk thread manufacture, as well as_ the 
actual material trom cocoon to the finished 
product. 

Still other displays featured such inter- 
esting tie-ins as a trousseau of 1887, slide 
fasteners dating from 1893, two men’s suits 
of 1860—creased down the sides, photographs 
showing trends in hairdressing for the past 
fifty years, and pictures showing the manu- 
facture of coat hangers from the rough wood 
to the completed article. 

One firm loaned Block’s three Paris man- 
nequins, said to be the only ones of their 
type in this country, and which had never 
been permitted to leave the manufacturer’s 
office before. They were exceptionally real- 
istic. 


—Twenty windows and fifteen booths—each 
devoted to nothing but notions: that is the 
display story behind Block's "Pageant of 
Notions." Manufacturers contributed mate- 
rial around which were designed displays of 
great stopping power— 
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Jobber territories 
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beauty. 


SEAMLESS 81 INCH is obtainable in twelve popular colors, through and through 
dyed to insure steadfast hue, usable on either side assuring the utmost in economy— 
easy to handle, for window or interior. 


Large color chart of actual samples available upon request. 


BACKGROUND PAPER 


1939 — Another 
Greater Speed and Larger Savings—which in 
a few words mean better and more adaptable 
display material, at a low price. 


We have endeavored and successfully pro- 
duced our contribution to the “WHEELS OF 
PROGRESS” for 
INCH, a ridged and tough paper of unusual 


No messy painting—Time Saver. 


year, Superior Displays, 


1939—in SEAMLESS 81 








THE ACE PAPER CO., INC. 


426 WEST BROADWAY -:-- NEW YORK CITY -N-Y: 








What A Layman Ihinks 
Of Retail Display 


By ROBERT S. HILPERT, Associate Professor of Art* 


The things I have to say may, or may not, 
be based on principles of design. They are 
merely what a layman—myself—thinks of 
merchandise displays. I really am very much 
interested in your field and am. most appre- 
ciative of the enjoyment I receive from ob- 
serving well-designed merchandise displays 
in stores and store windows. I am also criti- 
cal of the less interesting displays and at 
the same time I know that if I had to do 
them myself, they would not be 
well as even the poorest. But, I do have 
some ideas based on my reactions to mer 
chandise displays over a period of many 
years. 


done as 


Window shopping as a form of recreation 
before the days of the auto, is not what it used 
We must now appeal, not only to the 
walker with ample time to take in the de- 
tails, but to the auto rider who must keep 
up his 15 to 18 miles per hour in order to 
make the next ‘ The window dis 
plays must be seen from the street and for 
a much shorter time. The window as a 


to be. 


‘go” sign. 


Excerpts from an address before the Twin-City 
Displaymen’s Clubs. Stillwater, Minn. 


University of Minnesota, Minneapolis 


grasped in that brief glance 
The lettering must be simple 
placed where it can be seen easily. 
Roebuck chain started 
thing when they introduced the monks-head 
cloth background and the simple felt letters 
placed high so that they could be read from 
The elaborate and intri 


whole must be 
from the car. 

and be 
some- 


Sears, stores 


the passing auto. 
cately designed show-cards which were a 
[ have given 
The whole thing is a 


mass of fancy scrolls, way to 
the sans-serif letters. 
direct response to the age in which we are 
ridiculous, therefore, for 


in attempting to 


living. It seems 
any store to spend money 
bring back a Victorian setting or a rococo- 
scroll background with all its details, when 
everything else has been reduced to the sim 
plest elements 

Now this very simplicity demands greater 
knowledge and use of design principles. It 
is very easy to camouflage the ignorance of 
design in a filled window, but one with few 
pieces of merchandise and with simple back- 
grounds forces the attention to the presence 
The dis- 


show up 


or absence of design principles. 


plays with simple arrangements 


proportion, space division, color combina 


tions, ete., which are now so important to 


the development of a pleasing arrangement 
as a whole. 

I have 
not make a score card jor the layman who 
if the 
displays really do what the designer wanted 
them to do. There are many who would not 
answer it seriously, but there are others who 


often wondered why someone does 


observes merchandise displays to see 


would be seriously interested and their ideas 
would be most helpful. Of course, the smug 
designer would not be interested in such 
procedure. 


Window 


planation in words. 


displays need some sort of ex 
The importance of the 
show other form of lettering, is 
under-estimated. [I know from experience 
that there is a demand for some informative 
label. [ am that display is a 
form of advertising. Good advertising, I 
assume, must attract attention, must hold 
attention after getting it, and must arouse 
the curiosity of the observer, must stimu- 
late a favorable interest, and, of course, most 
[Continued on page 51] 


card, or 


assuming 
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1. The Development of Window Display Adver- 
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2. More Display Cooperation by Manufacturer 
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dising. 


6. Absolute Independence of Our Editorial 
Columns. 

VOL. XXXIV JANUARY, 1939 No. | 

Highlights 


Of 1938 
The year just ended was a colorful and 
beneficial for the display field. New 
materials, new trends—all made 
appearance on the contrib- 
uted their part toward a highly interesting 
year. The for development in 
display during 1939 are even more bright. 

In the use of lighting for display purposes 
there was a_ noticeable 
“softening” —a trend to 
rather theatrical 
tinction can be made. 


one 
ideas, new 
their scene and 


prospects 


tendency toward 
dramatic lighting, 
lighting, if the 
The harsh black back 
ground shadows used deliberately by many 
displaymen in 1937 were not employed to 
such an extent, indicating that we are be 
ginning to understand lighting’s ability to 
be dramatic without being too bold or gar 
ish. Many experiments with colored light 
took place during the year and as a 
result it is taking its rightful position as a 
very important display tool. 

One of the oustanding developments dur 
ing 1938 was that of fluorescent illumination, 
both in displays and_ for lighting. 
Giving many times more light for the cur 
rent consumed by filament lamps of the same 
and 


than dis 


ing 


store 


wattage color, and at the same time 
being much cooler, the fluorescent lamps 
represent a real contribution to display. 
Their availability in a wide range of. bril 


liant colors adds to their importance, and it 
is predicted that 1939 will witness their use 
by an ever-increasing number of stores. 

Not to be ignored in any effort to depict 


something of the trend of display during 
1938 is the fact that the year saw a much 
wider application of sound and motion ef 
fects to retail displays. Hardly an impor 
tant store went through the year without 


recourse to 


sound, particularly during the 
Easter and Christmas 


seasons to broadcast 
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appropriate music tying-in with display. As 
for motion, many retail firms used it fre- 
quently during the twelve-month, rather than 
confining its application to an animated toy 
display during the holidays. Lord & Taylor, 
New York City, introduced still another 
sense into the display picture when it wafted 
the aroma of perfumes to passersby via pipes 
over the windows. 

Thus in 1938 display reached out to include 
three of the five senses—sight, hearing, and 
smell—in appealing to shoppers, leaving 
only touch and taste to be projected through 
the window in some mysterious manner yet 
undevised. 

It is amusing to note, in discussing sound 
effects, the prevalence of reproductions of 
the famous “bell windows” of Lord & Taylor 
during the holiday season just past. Hardly 
a city failed to have at least one set of win- 
dows containing huge golden bells, swinging 


in unison while an amplifier carried the 
sound of distant melody. 
The manufacturers of display materials 


and equipment were not laggards when it 
came to the introduction of new adjuncts of 
display. Innovations in gadgets, 
and particularly in background materials 
were to be found appearing all through the 
A great deal of credit must be passed 
these manufacturers for what they 
have done to keep American display bright 
and sparkling and relatively low in cost. 
\iter confident that 
surrealism was dead and torgotten after its 
fairly extensive use in 1937, the bizarre art 


fixtures, 


year. 
on to 


everyone was pretty 


managed a brief revivification in a few iso- 
lated To the those in 
terested in display’s future, it seems that it 


instances. relief .of 
is now scotched permanently. 
One of the interesting developments of 
1938 was the use, again by Lord & Taylor, of 
entire batteries of windows devoted to one 
theme—millinery in instance, founda- 
tion garments in another. While many stores 
have, at times, used all their windows for 
institutional for the “break” of 
an August fur sale, Lord & Taylor’s action 
continues to stand radical de- 
parture in merchandising display principles. 
The success with which the experiment was 
attended, however, indicates that others will 
following suit. 


one 


settings or 


alone as a 


not be long in 

To an observer of the entire retail display 
field it is apparent that in 1938 displaymen 
made i effort to tie-in 
with current events, either national or local, 
thus their windows timeliness and 
news which have done much to in- 
crease their pulling power. 

Still notable tact was the in 
creased use of miniature mannequins, perky 


more of a conscious 
giving 
interest 


another 


little figures which are being found in goodly 
numbers in windows containing almost any 
kind of merchandise—notions, shoes, or what 
Among the efforts of the design- 
ers and producers of full-sized mannequins 
were figures more natural in appearance than 
usual, especially in the and children 
class, and flexible mannequins. Others went 


have you. 


men 


in for the more glamorous type, with some 
noteworthy achievements 

Karly in July the display field was greeted 
with the announcement that 
ord and Show Window, published in Chicago 


Merchants Rec- 


for forty-odd years, had been purchased by 
DISPLAY WORLD and that the two papers 
would henceforth be published as one. Thus 
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DISPLAY WORLD became the only Amer 
ican publication devoted exclusively to the 
subject of display. 

Although 1938 saw a noticeable slackeni 
in the efforts to unionize retail displaym 
a number of display producers and manuta 
turers ran into unexpected trouble from t 

source. A few were also affected 
Wages and Hours bill, the overti: 
seriously affecting their production 


on 


same 
the 
clause 


= 


costs. 
As 1938 progressed it was plain that th 
was a marked tendency among displaymen to 


look with lackluster eyes on display club 
activities. Many old ‘and well-established 
groups passed into comparative obscurity, 


with the result that as this year begins there 
are probably fewer really active display 
clubs in existence than at any time during 
the past ten years. One or two organiza- 
tions, however, made remarkable progress 
during the past year and are alert for the 
opportunities of 1939, 

Two display conventions and a display 
exhibit were held during the year, the Inter 
national Association of Display Men meeting 
late in June at Washington, D. C., the Pa- 


cific Coast Association of Display Men at 
Vancouver, B. C., in September, and_ the 
International Display Executives Associa- 


tion holding an exhibit in New York City 
on the first two days of June. The I. A. 
D. M. convention was marred by poor at- 
tendance, although the displays by the ex- 
hibitors were many and varied. <A success 
ful convention was reported by the P. C. A 
D. M. officers. The I. D. E. A. exhibit, the 
first that organization, 
well attended, but plans for a similar affair 
in the autumn were abandoned. The I. D. 
E. A., it is understood, after getting away 
to a fine start, has become comparatively 
inactive, although members of the 
group are working with the I. A. D. M. in 
connection with the latter’s annual conven 
tion to be held in New York City in June. 
In the display service field, many firms re 
ported a decline in business during 1938, but 
favorable prospects for the new year. Many 
national advertisers using professional in 
stallation services have enlarged their dis 
play plans for 1939, and it is apparent that 
they are making use of the Window Display 
Research survey completed a year or so ago 
to fashion their display program in such a 
secure maximum circulation at 
minimum cost. In this connection it should 
be noted that excellent work 
by some of the services in mapping their 
location and circulation data. 
Regarded as the 
companies was the reminder by the Federal 
Alcohol Administration that display in any 
one retail liquor outlet may not legally ex 
ceed $10 in value, including installation as 
well as production costs. This intimation 
that liquor display would receive 
tention from the F. A. A. in future 
regarded as a favorable sign by most 1 
stallers, many of whom had feared that cot 


sponsored by was 


some 


way as to 
is being done 


cities to show 


significant by service 


more at 
Was 


stantly growing competition among distillers 


for retail display space would lead to more 


and more expensive displays until the F. A 
A. would be compelled to call a halt on the 
installation of form of 
material. 

All told, the vear 1938 was one of much 
benefit to the display field. The general up- 


any point-of-sale 
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turn in business noted during the fall and 
winter brought renewed confidence and opti- 
mism in all parts of the country. The pros- 
pects for 1939, barring unpredictable hap- 
penings such as European occurrences with 
repercussions over here, are very bright. 
Two great expositions, the New York 
World’s Fair and the Golden Gate Interna- 
tional Exposition, open in a few months with 
a host of new display ideas on every hand. 
Already their influence is being felt, but the 
full effect of the two events can not be 
anticipated fully until after the gates swing 
wide and the turnstiles begin to click. If 
no other factors were present to influence 
display during 1939, however, the ideas these 
fairs will introduce in the way of colors, 
lighting, etc.. would be more than sufficient 
to carry display through a banner year. 


Von Liski With 
Harve Ferrill 

Harve Ferrill & Co., 217 West Ontario 
street, Chicago, Ill., has announced the ad- 
dition to the firm’s staff of Robert Reinhardt 
von Liski, as designer for the convention and 
itinerant display production department. Von 
Liski was formerly with Lord & Thomas, 
John H. Dunham Advertising Agency, L. 
Kemper Wilson agency, and more recently 
with W. L. Stensgaard & Associates. He is 
now devoting his time to the solution of dis- 
play problems, and to design. 


Robert Heller To Redesign 
Bloomingdale's 

Robert Heller, New York City industrial 
designer who has done outstanding work in 
store modernization throughout the country, 
has been engaged by Bloomingdale’s, New 
York City, to supervise the redesigning of 
the main floor in preparation for the World’s 
Fair. In the new treatment, Heller plans to 
use soft color combinations and diffused 
lighting in combination with smooth, unclut- 
tered architectural surfaces. 


Gravel And Sand Cloth 
Samples Ready 

Palm Beach display panels and fabrics to 
which are affixed pebbles, shells, gravel, and 
other materials are being produced for win- 
ter and spring displays by the Columbia Dis- 
play Materials Company, 131 Prince street, 
New York City. Other features are jewel 
cloths, cork cloths, and surf cloths in vivid 
arrays of colors for flooring and_ back- 
grounds. Sample sheets are now ready for 
distribution by the firm. 


Knitted Wire Tubing 
Enters Display Field 

Produced by E. H. Titchener & Co., Bing- 
hamton, N. Y., knitted wire tubing has been 
introduced to the display industry as a new 
and novel decorative. Made with one strand 
of wire into resilient rows of interlocking 
loops, the tubes are rigid or flexible as de- 
sired and can be obtained in practically any 
shape, length, and diameter. They can be 
plated, coated or covered with rubber, silk 
or other fabrics. 
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NEW ---SPRING and EASTER DISPLAYS---LIFE LIKE 
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CARRONITE--- THIRD DIMENSION FIBER FORMS 
AT LOW PRICES—LIGHT—NON-BREAKABLE—COLORFUL— WASHABLE 
Write for Circular of Discounts and Details 











No. 600M-No. 601L, 10°x26”x2'%” $1.75 Pair 

No. 602P-No. 603B, 10”%x26”’x2™%” $1.75 Pair 

Nos. 604R-604L, 11”x16’x2'4” ' $1.50, Set 

No. 606B, 14”x26”x2'4” ‘ of 3 

No. 611—Patriotic—15”x22”x2"4” $1.00 Each 
No. 607, 13°x26”x4¥2” $1.50 DISPLAYERS 
Ne, Ge, SE xa aT $1.50 No. 800, 197x26”x8” $3.50 
No. 608, 16”’x22”x4! $1.25 No. 801, 19”x26’x8” $3.50 
No. 610, 16’x22”x414” $1.25 No. 802, 20”x26"x7” $3.50 
No. 609 in Pile Cloth $1.75 These can be made in Pile Fabric—Write 

FINISHED IN HIGH LUSTER NATURAL COLOR COMBINATIONS 

JOBBERS TERRITORY OPEN SPECIAL DISPLAYS MADE TO ORDER 


UNITED PRESSED PRODUCTS CO., 407 So. Aberdeen St., CHICAGO, ILL. 


New York Office—BILL GOLD, 72 Park Place, Phone BArclay 7-6982 














DISPLAYMEN WITH A “WEATHER-EYE” ON COSTS USE— 
*“-NATUREL” 


RAFFIA-MATS by MEMORIAL 


FOR ARTISTIC GRASS EFFECTS IN ANY SEASON! 
FULL RANGE OF COLORS 


O END to the display possibilities of grass mats as a 
window floor covering—ledge and floor trim or full 
background! 


Memorial's fidelity to nature both in lasting color and texture 
has won a high place in the favor of display men. Its ability ; 
to withstand hard usage year after year makes them a sure 
hit with the budget department. 


Buy “Memorial Grass Mats” through your equipment dealer 
or direct. 


Remember: All ‘Memorial’ Mats are sold on a 
money back guarantee to be as represented. 


MEMORIAL GRASS CO., 7400 Stanton Ave., CLEVELAND, OHIO 

















WINDOW DISPLAY WINDOW DISPLAY 


Increase your knowledge and your 
earnings. Superior training in Trim 
ming, Backgrounds, Showcards. Mod 


erate cost. Day and evening classes. 
BECKER SIGN SUPPLY CO. 


FREE PLACEMENT SERVICE. 
314 N. Eutaw St. Baltimore, Md. 


ACADEMY OF DISPLAY 


8 E. 4ist St. at 5th Ave. (Bkit N.) New York 
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Lest We Forget 


Someone said once, and subsequently re 
time, that this old 


informed as often 


peated it from time to 
world of ours need not be 
as it needs be reminded. I believe you will 
agree there’s no denying the significance of 
this particularly from an adver 
tising angle. Here the real value of its truth 
is amply proven, and to good purpose, many, 
Literally, we 
minded often and of many things. 


statement 


many times. need to be re 

Information is of vital necessity, and for 
this reason can not be given too often, espe 
cially when it is of real importance to our 
self-perfection inform 
instruct; to acquaint, or impart 
knowledge. Knowledge of a practical kind 
is indispensable to all who wish really to 


and progress. To 


means to 


advance in life—in other words, for the sur 
vival of the fittest. 

It is not the purpose in writing this article 
that it shall provide the reader with a store 
It is principally the 
wish only to discuss the possibility of using 


house of information. 


“novelty” occasionally in display cards, and 
cards for departmental displays or set-ups. 
As was explained in the beginning, we all 
reminded occasionally, and with 


need to be 





By ANTHONY BRINKER 
Marietta, Ohio 


this thought in mind, it is hoped something 
contained in the contents herewith may be of 
interest and practical benefit to 
\t the same time there may be found 
a bit of information regarding this type of 
card that will be of real value to others—if 
so, all well and good. 

So much has already been put into print on 
this subject that it would seem unnecessary 
here to elaborate on the simple art of writ- 
ing showcards. We all allow ourselves to 
feel we have mastered the fundamentals of 
design layout, lettering, or what it takes to 
place our work above the “so-so” class. Why, 
then, should we bother to seek additional 
information? All right—these essentials are 


prove of 
some. 


worthy, of course, but have we stopped to 
think our work might have a prosaic dull 
ness about it day after day? Perhaps here 
is where we need enthusiasm—we need to be 


reminded that there’s more than one good 
way to present our advertiser's message to 
the public. ‘ 


The use of “novelty” is frowned on by 
many, of course, and with good reason. The 
showcard should not distract from the dis- 


play to the extent it becomes “showcard 


jeopardize th 


should not 
value of the display. Wy 
learn, therefore, that this type of treatment 
can not be used with the same faith, or fre 
In ad 
vertising, novelty seems much in vogue, espe 
cially on the humorous side. In display ther 


conscious.’ It 
merchandising 


quency, given the conventional card. 


are occasions, too, when this type of card 
can be used, and with fine results. Depart 
mental display can be pepped up appreciably 
arrangements. For ex 
ample, let’s look at the “Baby’s Birthday” 
card in the photograph. The figure of the 
baby was cut out and attached to the card 
with glue. In one hand was placed a 193‘ 
calendar. Done in appropriate colors, baby 
pink, blue, ete., this card has novelty enoug! 
and at the same time is practical. The valu 
of the card could be emphasized by placing 
it in the infants’ department, perhaps wit! 
the copy: “Is Baby having a Birthday? 
gifts for all children whose birthday comes 
this month!” 

Lest we forget, in the year ahead art and 
selling will still go hand in hand, even if on 
is just designing a simple show card. Neither 
without the other. 


with novel cards or 


succeeds 
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STARTING THE YEAR RIGHT 
ALONG FIFTH AVENUE 
[Continued from page 7] 


rather than on background or eye level. The 
cruise atmosphere is suggested through the 
use of decorative nautical props rather than 
definitely reproduced. Actual ship’s port- 
holes are screwed into the rising floor, which 
is covered in a light buff straw textured 
paper. From the center porthole a_ black 
metal crane emerges, apparently dining on a 
fragile white glove in place of his customary 
fish. 

The smaller porthole in the background is 
partly closed on a few evening accessories ; 
the one in the foreground has the window 
title etched on its glass, through which can 
be glimpsed the sparkling white pebbled 
floor. White enameled “woodweave” screen 
is used on the background. A hoary figure 
of King Neptune, a seahorse, white flying 
fish and other creatures related to the sea 
form the display detail in others of the six 
windows, all of which were designed by 
James David Buckley. 

Scenes of gay revelry were created by Dis- 
play Director Samuel Blum in the large cor- 
ner window at Bloomingdale's, divided by 
curved white panels for this gala presenta- 
tion of New Year fashions in a tie-up with 
the World’s Fair theme. Pale blue gowns 
were highlighted in this display; the com- 
panion window offered similar types in pink. 
The focal point in each window was a min- 
iature, black enameled baby grand, the dra- 
matically elongated lid festooned with multi- 
color paper streamers and balloons, and the 
top filled with paper confetti and all the gay 
festive props that heighten the excitement 
of a happy New Year. 

A blow-up of the sheet music of “Dawn 
of a New Day” stressed the musical theme, 
with the mannequin posed on the edge of the 
piano seeming about to burst into song. 

Presenting romantic evening fashions un- 
der the heading, “Legendary loveliness from 
the Court of King Arthur,” Display Director 
Hal Williams, B. Altman & Co., reproduced 
ina full stretch of windows the colorful 
pageantry of medieval England of song and 
legend—“where all ladies were fair and all 
knights brave—and where modern fashion 
has found new inspiration in the beauty of 
the past.” 

A needed effect of vast, open spaciousness 
was created by throwing the three windows 
on either side of the door into one and re 
moving the top valance to gain a towering, 
vault-like height. The backwall was shaded 
from light to low cloud-hung blue, and on 
this were painted in warm, mellow colors 
the great facades and crenelated towers of 
the old castles of Camelot. 

Huge battle flags of white silk adorned 
with heraldic devices in crimson and black 
formed the backdrop in this window, these 
draped from long jousting poles striped in 
red and white and topped with visored hel- 
mets and long gilt tassels. The coal-black 
velvet steed blanketed in green bears a fair 
lady in white. The text is carried on illumi- 
nated parchment scrolls throughout the en- 
tire series. Floors are finished in a_ soft 
green that effectively suggests greensward. 
All of the decorative props used in these 
settings were made in the store’s own display 
studio by members of the display staff 
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GLITTERING 
SPARKLING 
EYE ARRESTING 


are terms that do not adequately describe DIAMOND PEBBLES, a 
new display material made by a patented process. Easy to handle. 
For window backgrounds—show cases—wall coverings—with stencils 
—and a thousand other purposes. Only four weeks old and already 
used and praised by leading Eastern Department stores. 


AN OUTSTANDING SUCCESS SOLD EXCLUSIVELY BY 


H. H. TURCHIN COMPANY 


230 FIFTH AVENUE, NEW YORK CITY 


* Samples on Request 
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STARTLING NEW PROMOTIONS 


New display items that will help you build win- 
dows that do a real selling job—are on their 
way to your door. 


‘ 


Our direct representatives will personally present 
this startling line in all larger cities. Drop us a 
line to make sure that you see these smart new 
numbers. 


DURABLE DISPLAYS INC. 


Successors to: 


Stevenson and Twyman 


CLINTON a CHICAGO 











Announcement 


The Frank D. Maxwell Corp. 


The Original Display Center 
DECORATIVE MATERIALS 
Opening new spacious Show Rooms on January Ninth, 1939 


The Entire Twelfth Floor of 


240 West 40th Street © New York 


only one and a half blocks from old location 


"ALWAYS SOMETHING NEW" 
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GaSe peaceable 


Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS as 








—A full-color, three-dimensional litho- 
graphed floor and window display has ¢ 
been issued by Philco Radio & Tele- ENERAL®. “ELECTRIC 
vision Corporation for dealer and dis- EDISON MAZDA LAMPS 
tributor use. Six feet high and 3 feet ; 
wide, the display emphasizes the ''Philco 
Mystery Control"’ by means of an attrac- 
tive girl dialing the control box. In cir- 
cular outlines on either side of the base 
are shown various conveniences of the —Modern art treatment attracts the 
new control. The display is produced by eye to the one-sheet poster for the Bos- 
McCandlish Lithograph Company— ton & Maine Railroad Company. A 
minimum of copy gets the message 
5 TAR Ming | across in a flash. Emphasis is placed on 
action. The poster promotes the com- 
pany's "Snow Train." Lithographed by 
The Forbes Lithograph Company, Bos- 
ton, Mass.— 





MAIDALAMPS | 
GENERAL ELECTRIC | 


—Who wouldn't buy General Electric 
bulbs to provide good light for this 
charming youngster? The center piece 
and side cards fit into a permanent 
display stand which sets off the illustra- 
tion of the child sewing up her rag doll. 

tunes the new Created and produced by Forbes— 

PHILCO 
from any place 
in any room 


in your home! 


NO WIRES 
NO PLUG-IN ? sh teagea EN , 
NO CORDS of any kind 


—Placed in a handsome three-dimensional frame, an enlarged version of ‘Black and White" 

appear in a new and attention-getting display for Black & White Scotch. The merchandising 

value of the display is enhanced by the attractive give-aways of the famous etchings of the 

two Scotties in various poses, as shown in the side panels. The bottle and three glasses are 

reproduced from a direct color photograph. Created and produced by Einson-Freeman Co., 
Inc., Long Island City, N. Y.— 


je Ss we (ee 


“BLACK & WHITE” 














—A first-class gun, a good dog, and 
Granger pipe tobacco—the result is a 
scene of contentment as reproduced on 
this display, designed by Liggett & 
Myers Tobacco Company and produced 
by Forbes. Lithographed in full color, 
the design was used for special promo- 
tions during the holidays— 
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Ye Soothsayer And 
Ye Merchant 


There is a wholesome bit of philosophy in 
the following extract from a mailing piece 
of Grossman & Silvers, Inc., Los Angeles, 
Calif., entitled “To the livewire displayman 
and merchant with an eye to better business 
in 1939”: 

“And in those days, behold, there came 
through the gates of the city, a merchant 
from atar off, and it came to pass, as the 
days went by, he sold plenty. They that 
were the grouches smiled on him and gave 
him the hand that is glad. The tightwads 
opened their purses to him. 

“And in that city were they that were 
the order takers, and they that spent their 
days in adding to the alibi sheet. Mightily 
were they astonished. They said one to the 
other, ‘What the Hell; how doth he get 
away with it?’ And it came to pass that 
many were gathered in the back office and 
a sooth-sayer came among them. And _ he 
was one wise guy. And they spoke and ques- 
tioned him, saying, ‘How is it that this 
stranger accomplished the impossible ?’ 

“Whereupon the sooth-sayer made answer: 
‘He of whom you speak is one hustler and 
decorator. He ariseth very early in the 
morning and goeth forth full of pep. He 
complaineth not, neither doth he knock. He 
is arrayed in purple and fine linen, while ye 
go forth with faces unshaven and pants not 
pressed. He doth believe in fine window 
displays—new fixtures and decorations.’ 

“While ye gather here and say one to 
the other, ‘Verily, this is a terrible day,’ he 
has already trimmed his windows. And when 
the eleventh hour cometh, he needeth no 
alibis. He saith not to the mass, ‘Behold, 
they that are in this town are a bunch of 
boneheads.’” Nor doth he report that they 
can not be sold. 

“He knoweth his window power and they 
that would stave him off, they gave him 
business. Customers say unto him, ‘Nay, 
nay, when they cometh in, yet when they 
goeth forth he hath their merchandise 
wrapped up and under their arms. 

“He knoweth three angles—‘Window Dec- 
oration, ‘Aspiration’ and ‘Perspiration.’ He 
knoweth whereof he speaketh and he work- 
eth to beat Hell. Verily, I say unto you, go 
and do likewise.” 


Bruce Alexander Joins 
Chappell's, Syracuse 

Bruce J. Alexander, for the past eight 
years with Fowler, Dick & Walker, Bing- 
hamton, N. Y., has resigned his position to 
assume charge of window and interior dis 
play for C. E. Chappell & Sons, Inc., Syra- 
cuse, N. Y. 

\lexander is well known among display 
men, having won a number of national dis- 
play contests; he has also been very active 
in display club organization. 


Ziegler Joins 
Union Ink 

The Union Ink Company, Inc., East Ruth- 
erford, N. J., has announced that Eric M. 
Ziegler has joined the firm as manager of the 
silk screen process colors and supply de- 
partment. He will make his headquarters at 
the New York offices of the firm, 148 West 


221 
“oC Street. 
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MAKE Your SPRING DISPLAY SELECTIONS 


FROM THIS LINE OF 


1939 WINNERS 
MODERN DECORATIVE DISPLAY MATERIALS 


Lightweight and 15 Pt. foils. An Easter Parade of colors that run 
the gamut from soft, delicate pastels to the full, richer, darker hues. 











[] NoSeam is ... a full window height background without a seam 
which comes rolled up in 12-yard rolls or 50-yard rolls either 9 feet 
(107 inches) or 7 feet (84%% inches) wide. 


Fabric Panels—soft looking . . . predraped panel effects . . . in 
Oyster White, Lime Green and Canary Yellow. 80 inches wide— 
8 feet high. 


Modern streamlined seamless tubes. Woodgrain and leatherette 
coverings. Tubes also available in unfinished raw state. 


Write for Samples and Name of Nearest Dealer 


COY-DISBROW & CO., Inc. 


DISPLAY DIVISION 
686 GREENWICH ST. NEW YORK CITY 
Specialists in Display Materials & Novelty Papers 





Focusing 
“i A Tiny‘ Spotlight of 
MITELITE ‘Amazing Power ond 
Efficiency... 


A COLOR LIGHTING INSTRUMENT 
for SHOWCASE, SHOW WINDOW, 
and INTERIOR DISPLAYS 


Literature cn Request ... Already Used 
‘by Leading Stores Everywhere, 


=> 
a a 











ee ee ee a | 


including: 

@k. H. Macy & Co @Abraham & Straus 
@B. Altman & ( @ Burdine’s 
@John Wanamaker @Hutzler Bros. 
@ Mandel Bros @ Neiman Marcus Co 
@ Arnold Constable @lrederick & Nel 

& Co son, Im 
@Franklin Simon & @ Bullock's 

Co @ Montgomery War 

for COLOR LIGHTING @ Bloomingdale Bros ORCS 

@ Frederick Loeser @ Woodward & 

& Co Lathrop, In 


Vanufactured by 


DISPLAY STAGE LIGHTING CO., INC. 


617—10th AVENUE---+--+--+NEW YORK CITY 











The Fountain Air Brush Attention! 


The AirBrush of the Particular Artist 


. FREE CATALOG 





32 pages of ideas for displaymen .. . the prod- 

ucts of the best known makers cf: Glass and 

Chrome Fixtures . .. Mirrors and Lamps . 

Sign Holders and Stands . . Racks, Wood and 

Chrome Millinery Heads Mannequins 

A NEW AIR BRUSH FOR and Forms .. Turntables and Pedestals 

€hrome Furniture . Accessory Displayers 

THE DISPLAYMAN ; . Write today for this big book, there’s a 
Easy to handle and keep in order. snappy idea on every page. 


Send for Catalog No. 52D 


THAYER & CHANDLER SIEVE AND GERBER 


910 W. Van Buren St. Chicago, IIl. 65 E. SOUTH WATER ST. CHICAGO, ILL. 
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Think tis over... 





Fifteen days, or 360 hours, or 21,600 min- 
utes will have already passed in the New 
Year when this column celebrates its first 
birthday in the sixteenth annual display re- 
view. He, that young fellow with his social 
security number 1939, arrived full of hope, 
promise, possibilities, and opportunities for 
display on January first. What has hap- 
pened in the past is not his fault and he 
brings to you 365 brand new days, in other 
words, 8,760 hours, or 525,600 minutes. 

As your watch ticks off these 
these minutes, a thought, a new idea 
come that will solve the problem in display 
for any one of us, and open wide the door 
of opportunity—to make 1939 the greatest 
year in our lifetime. Get an idea, think about 
it, and then take action. The triangle of dis- 
play success is idea, thought, action. No 
displayman has a corner on this, nor is it ex- 
clusive with a big store. It is as much 
yours as anyone's. It is what you will do 
with it in 1939 that will count in your suc 


cess. 


seconds, 
may 


In the past year we have seen two great 
phenomena in display: first, the two senses, 
hearing and smelling have joined the sense 
of sight, to make a triple-threat star to fur 
ther display’s advance; merchants 
who have always stormed about display ex 
penditures suddenly became sold on its value 


second, 


by reading about a certain snow storm. 
Selling display to the merchant has always 
been a task for the displayman himself to 
perform, but in 1938 we witnessed a single 
display director selling display, not only to 
his own store but to thousands of retail es- 
tablishments throughout the country, by his 
unusual displays. Many displaymen have 
thought that our national display association 
should carry the banner to the merchant and 
sell the value of display to him. The 
strength of any association lies in its mem- 
bership and the selling value of display 
must come from the membership. One man 
in 1938, who isn’t a nfember of the national 
association, without even dreaming of the 
results, accomplished more for display in 
general than all association efforts in the 
past ten years or more. He sold display to 
his store and his displays sold the public. 
It is true, the organization would have 
gained greatly in prestige and perhaps caused 
an awakening of all displaymen to the merit 
of organization, if this well-known gentle- 
man had had a membership card in his bill- 
fold in 1938. Why? Simply because a na- 
tional display association can rise no higher 
than the character and ability of its mem- 
bers. Members holding membership cards 
are of the highest character, but a_ far 
greater number do not belong. The 
ciation in 1939 with the convention right in 
New York should bend every effort to build 
up membership at this convention. Display- 
men from every state will attend, displaymen 
with character and reputation, displaymen 
this association badly needs but who are not 


asso- 


By FRANK G. BINGHA == 





members. Will these men sign up? Will 
1939 bring forth more men accomplishing 
greater tasks in display without association 
membership ? 

The philosophy of one mid-western dis- 
playman could be used by all of us in 1939. 
Across the dinner table he said: “I would 
rather get called into the office for spending 
money than to be called there for having 
poor displays ag 


Since June, 1937, around fifty cities have 
become one-daily newspaper cities. 
nomic conditions, increased labor expense, 
increased taxes and advanced prices for 
newsprint are the reasons given for quitting 
business. 


Eco- 


In some cities daily papers have 
become weeklies or semi-weeklies. The in- 
creased value of window and interior dis- 
play, of course, was not listed as one of the 
reasons, but make no mistake about it, the 
advancement of display in retail stores has 
cut down advertising appropriations in the 
past few years. Nearly every buyer in a 
retail store will prefer a display of his mer- 
chandise in a window rather than an ad in 
the paper. The movement for more display 
and less newspaper advertising is gradually 
bearing fruit. The which balance 
display and newspaper advertising have al- 
ways been cock-eyed. They have always 
leaned too much toward newspaper advertis- 
ing for the good of any retail store. In 
1939 these scales will assume more balance 
and more stores will show a profit. 


scales 


Thirty-six per cent of the population is 
concentrated in the age group of 16 years 
and under. A great many of these young 
people have as many social engagements on 
their 1939 calendar as their elders. More 
display for this one-third will bring more 
business into the store. The high 
girl like to shop alongside of an 
eighth grader, nor does the eighth grader 
like to have her clothes taken off the same 
rack as the third grader. Far too many 
garments of various sizes are shown in chil- 
dren’s windows. Children like birthdays for 
many reasons, but one of them is that it 
puts them into a new size in clothing. Chil- 
dren’s display could be made far more suc- 
cessful if each age were kept separate. This 
has been proven in interior shops for chil- 
dren of various ages. Going after that one- 
third in the proper way is a good resolution 
to make and keep in 1939. 


school 
doesn't 


A merchant in a small dry goods store was 
asked how was business. “Why,” he replied, 
“it's awful, it’s terrible, in fact, it’s so bad 
that even the people who never had any in- 
tentions of paying are not buying.” 


The world events of the past year bring 
home to us how utterly silly it is for our 
national display association to still hang on 


to the word “International.” Our govern- 
ment today is at the breaking point in rela- 
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tions with two foreign powers. The Span- 
ish war is still raging. Japan is still driving 
into China. The open-door policy in the Far 
East is threatened. Every American dis- 
playman is bitterly opposed to European to- 
talitarianism and reaffirms this country’s 
faith in democracy, yet the association con- 
tinues to be known as the International As- 
sociation of Display Men. The name tells 
us it is an international association, which 
is not true. It is, to the best of my knowl- 
edge, a small American group of displaymen 
carrying an international following so tiny 
it could be placed in a midget’s pocket. This 
is no reflection upon the good displaymen 
of other countries for not belonging to our 
association because we can not expect a 
foreign displayman to join when we have 
such a small membership list in our own 
country. Why, then, should we kid ourselves 
into believing or trying to make other people 
believe that we are world-wide in scope! 

In 1934 at the Chicago convention it was 
voted to change the name of the association, 
but nothing was ever done about it. A com- 
mittee was supposed to have been appointed, 
but after four and one-half years we have 
yet to hear a report. 


New Display Board 
Marketed By Greggory 

A new and interesting display board called 
“Rolly” board has just been placed on the 
market by Greggory, Inc., 8 East Kinzie 
street, Chicago. The innovation is a heavily 
embossed poster board which is being fea- 
tured in seasonal colors and in two- and 
three-tone stripe combinations. The em- 
bossing renders the board flexible and easy 
to handle, as well as giving it a distinctive 
appearance. 

Besides “Rolly” board, Greggory has en 
larged its laminated line to include “Mod 
erne Prints” and woodgrain “Korro” panels 

Greggory’s new spring and summer book- 
let, describing the firm’s varied lines, has just 
been issued and is available on request to 
the address above. 





Finkelstein Wins 
Shoe Fair Contest 


To Ben Finkelstein, Ansonia De Luxe 
Shoes, Inc., New York City, has been 
awarded first prize of $150 in the women’s 
shoe window display contest held by the Na- 
tional Shoe Retailers Association in Chi- 
cago. Second prize went to John W. Quin- 
lan, Park-Brannock Shoe Company, Syra- 
cuse, N. Y. Jerry Timm, Husch Brothers. 
St. Paul, Minn., placed third. Finkelstein’s 
winning window used huge glass bubbles ap 
parently coming from a giant champagne 
glass as the principal feature of the display 
The window was shown on page 38 of the 
November issue of DISPLAY WORLD. 


Expansion Planned 
For Van Leer 

R. M. Van Leer, who operates a display 
installation service with headquarters at 
Atlanta, Ga., has announced his intention ot 
moving to new and larger quarters, as well 
as the opening of an office in Columbia, S. C 
The firm will cover the entire southeaster: 
states, it is said. 
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AGENCIES AND 1939 DISPLAY 
[Continued from page 22] 

If a reasonable sum were asked for win- 
dows of known circulation, advertisers would 
be willing to pay that sum to assure definite 
circulation over a definite period of time. 
That this condition now exists in some 
quarters I am aware, but generally speak- 
ing, display material “broadcast” as it is 
in most instances has no assurance of bring- 
ing tangible return for money invested. 


J. H. Mitchell 
President, Mitchell Advertising Agency, Inc. 
Minneapolis 

Importance in display in any manufac- 
turer's scheme of merchandising through re- 
tail stores is so obvious that it is rather dif- 
ficult to be very specific. Recently I have 
been impressed with the fact that competition 
is becoming keener all the time and that the 
manufacturer who gets display cooperation 
from the retailer is the one who has the 
most attractive and most effective material 
to offer. 

In a recent survey of nearly 3,000 house- 
wives, one of our newspapers developed the 
information that suggestions by the retailer 
were accepted to some degree by over 80 
per cent of these housewives. Attractive dis- 
plays in the stores are one form of dealer 
suggestion and a very specific endorsement 
of the product. This percentage must be 
reasonably reliable, and, if so, leaves no 
need for further argument as to the im- 
portance of good display. 





A. King Aitkin 

The Aitkin-Kynett Company, Philadelphia 

No advertising campaign of consumer 
goods can possibly be anywhere near com- 
plete without the utmost effort on the part 
of the sales and advertising departments of 
the manufacturer to secure both window and 
counter display of their merchandise in the 
most attractive form possible. Counter dis- 


play, where obtainable, is certainly most 
invaluable. 
Following that, shelf display—if promi- 


nently located—serves a very valuable pur- 
pose. However, certainly neither shelf nor 
counter display can properly sell a product 
unless it is packaged in a most atractive 
and eye-catching manner. 

Durable Displays, Inc., 
Makes Bow To Field 


Durable Displays, Inc., has selected 
as the name for the firm which replaces 
Stevenson & Twyman, Chicago. The former 
location, 162 North Clinton street, is re- 
tained. E. J. “Jim” Berg, well known to all 
displaymen, is vice-president of the new com- 
pany and will cover the southern sales terri- 
tory. Other familiar names on the sales 
staff are those of Karl Roth, formerly with 
Old King Cole, Inc., Canton, Ohio, who will 
cover the East; Max Mayer, formerly with 
Profita Mannequins, Inc., Dallas, Texas, who 
is responsible for the West and Pacific coast 
territory, and Odell Allaun, who will call on 
the Midwest displaymen. 

Full-round display items of rubber 
and other promotional display novelties are 
being marketed by the company, together 
with a complete new line of standard dis- 
players, all cast in rubber composition. 


been 


cast 
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—install it with 


ay 


OURS EARLIER — with more 
selling hours and more sell- 
ing power — windows can be 
put into "sales action" with 
the Kling-Tite Automatic 
One-Hand Tacker! 


ply hold Tacker in one 


Sim- 


hand—grip the han- 
dle—and, zip, zip! 


POMNT-OF-SALE 
ADVERTISING 








gy 





fast as you grip 
it drives slen- 
der, pin- 
pointed 
Tack- 
Points. 


ASK FOR , 
FOLDER 











"alin Ti 
“7 5041 















tained device does its work. 


Tacking merchandise on 
backgrounds—covering panels and shelves— 
tacking up posters, 
are a few of the many practical, 
uses of Kling-Tite. 


Kling-Tite effects a distinct saving in time, effort 
and materials. 
ing displaymen, sign men and salesmen—everywhere! 
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Model T-3 
Kling-Tite 
One-Hand Tacker 


LING-TITE dressed windows are 
better! They're neater—more at- 
tractive—more effective. In close quar- 
ters, cramped corners, or on narrow steps 


or ledges—this handy, compact, self-con- 


cards—installing 


indoors and outdoors— 
every-day 


It is standard equipment with lead- 









Write for details! 








L.HANSEN MFG. CO. 


Ravenswood Ave., CHICAGO, ILL. 





New Service Inaugurated 

By Display Equipment 

Equipment Corporation, 147 
New York City, has an- 
nounced that in future, purchasers of the 
firm’s “Mannequins of Tomorrow” (wherever 
a natural hair wig is specified) can have 
the style of hair dress changed or the wig 
retouched at nominal cost. Their representa- 
tive, Jack Brownstein, is now on the road 
with a complete new line of mannequins and 
fixtures. Coincident with the foregoing 
announcement, Display Equipment com- 
pleted the enlargement and modernization of 
their showrooms. 


The Display 
West 37th street, 





Roeder Wins 
Contest 

First prize in the men’s shoe display con- 
test sponsored by the National Shoe Fair 
held recently in Chicago has been awarded 


to A. J. Roeder, William H. Block Company, 
Indianapolis, Ind. Second prize went to 
Irwin Riga, Potter Shoe Company, Cin- 
cinnati, Ohio. 








BAMBOO 


AND 


RATTAN 


RAW MATERIALS 
FURNITURE 
ACCESSORIES 


All Sizes Stock on Hand 


WRITE FOR SAMPLE 


UNUSUAL PropucTs Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 











SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 














“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and éth Ave. Phone Wi 7-8485 





























250 diagrams showing 
practical and simple methods 
for STORE DISPLAY BUILDERS 


Written specially for displaymen 

in collaboration with experts 

who have developed simple low. 

cost and efficient motion units. 

\\ 

Many diagrams give a special 
application and also explain 
how the same basic principles 
apply to a group. 


$3.00 reccise of remit 





REEDER-MORTON PUBLICATIONS. INC. 
515 Flatiron Bldg., New York, N. Y. 
Algonquin 4-8084 


LONDON — Blandford Press, Ltd., 16, Hyde St., W.C.1. 
MELBOURNE — Jervis Manton (pty) Ltd., 27, Swanston St. 
SYONEY — Jervis Manton (pty) Ltd., 9, Martin Place. 
WEILINGTON —C. H. Andrews, P.O. Box 960. 

BUENOS AIRES — Acme Agency, Diagonal Norte 567 








DRAMATIZE 


WITH 


BLOWUPS 


AND STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 
MURALS 


in Black and White, Color, 


Sepia or Monotone 


Blowups are widely and effectively 
used in show windows, store inte- 
riors and for exhibits. 


Made from your own photos, or 
you can select suitable illustra- 
tions from our photo library. 
Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 








DISPLAY WORLD 


ADVERTISERS AND 1939 DISPLAY 
[Continued from page 16] 
A. W. Little 
Advertising Manager, Rollins Hosiery Mills, Inc. 
Des Moines 

The importance of display can not be min 
imized in this day of speed-merchandising. 
Potential purchasers must be attracted to 
merchandise register can 
go into action. 


before the cash 


Attractive displays can and do perform 
much of the groundwork of actually making 
the sale, thus enabling each salesperson to 
serve more customers. 
At Rollins, display 
item in every campaign. 


is definitely a “must” 
We insist on point 
of-sale advertising as a support for news 
paper advertising, direct mail, magazines, 
and posters. Illustrations are duplicated in 
each for continuity and to strengthen the 
retention value of our advertising message. 

To omit displays from a merchandising 
program would be like leaving the Scotch 
out of a highball—the attraction is missing. 


N. H. Terwilliger 
Sales Promotion Manager, Zenith Radio 
Corporation, Chicago 

We are aggressive users of both window 
and floor displays, and to our way of think- 
ing, proper displays are just as important 
as properly designed merchandise .. . one 
helps the other. We feel that to accentuate 
the beauty of our radio cabinets, good dis- 
plays are absolutely necessary to show them 
at their very best. 

My personal opinion is that if most manu- 
facturers would put more time and care into 
the design of their displays, their use and 
selling value would be vastly increased. 

Walter S. Rowe 

Merchandising Manager, The Estate Stove 

Company, Hamilton, Ohio 

It seems to me almost axiomatic that mer- 
chandise must be seen—theretore well dis- 
if it is to be appreciated and sold. 

Of course, good display involves more 
than tasteful arrangement of attractive mer- 
chandise. Rings don't look like much until 
you see them in plush boxes, and the same 


played 


principle applies to everything from electric 
razors to electric ranges. No merchandise 
can put up a really good front unless the 
displayman provides it with a good back- 
ground. 


D. L. Hinegardner 
Oakford & Fahnestock, Peoria 

Let's grant, for the sake of argument, that 
the biggest element is the spoken 
but, you, as an individual, can not be 
psychological moment. 
be everywhere, 
shouting at the consumer for attention. Dis- 
plays that attract, and then cause the con- 
product, are the 
most economical type of sales expense. 

Display-selling appeals strongly to the 
type of consumers who want to make their 
To merchandise successfully, 


selling 
Wo rd 
everywhere at the 


Display can. Display can 


sumer to reach for your 


own decisions. 
let display play on the impulse of your cus- 


tomers. 
D. F. Horne 
Sales Manager, Wamsutta Mills 
New Bedford, Mass. 
We have found that display of our mer- 
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chandise, both departmental and window, «t 
the point-of-sale has been invaluable.  {t 
gives an opportunity to familiarize the con- 
sumer with the highly styled part of ovr 
line, which may not be included in the regu 
lar inventory set-up of the store, in view 
the fact that this type of merchandise fallis 
in the custom class. 

It has been definitely shown that stores 
which have actively displayed our mercha 
dise are those which have produced the 
greatest results, and show steady increases 


vear after year. 


M. W. Dallas 
Advertising Manager, E. C. Atkins & Co. 
Indianapolis 

We have had some very unusual results in 
connection with displays recently—one of a 
wood rack type, holding nine saws, which 
could be used both in the window and on 
the counter and which serves, in a measure, 
as a saw dispenser which is very, very popu 
Jar with the hardware field. 

Another one, on which we had four large 
cutouts, each in four colors, had a total dis- 
tribution of more than 12,000. The cutouts 
were for handsaws, pruning saws, hacksaws, 
and for work-at-home equipment. All oi 
these displays were very beneficial in the 
sale of Atkins “Silver Steel” saws, and we 
already have our program outlined for an 
entirely new type of display for 1939, 


PRODUCERS AND 1939 DISPLAY 
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the point where the sale is consummated 
Advertising at the retail outlet has a_ bet 
ter opportunity of guiding and influencing 
buying decisions than any other form of 
advertising. Sales managers, who realize 
this, are having more and more to say about 
the advertising plans of their companies 

that is why I look for a g-ea ly 
use of intelligently conceived and executed 
point-of-purchase advertising material. 


increa e| 


John M. Wolff, Jr. 
President and Treasurer, Wolff Printing Company 
St. Louis 

The important problem, as I see it, isn't 
so much the creating and designing of orig 
inal and attractive displays—as important 
as that is. Most all advertisers can produce 
good display material for their customers 

Now we know that all advertisers mer- 
chandise their product—or feel that they do 

but, too infrequently merchandise their 
advertising—particularly their point-of-pur- 
chase display material—to the dealer who 
uses it. 

When this advertising is properly 
chandised, it is no longer a matter of beg- 
ging an opportunity to display single pieces, 
rr assemblies at the outlet. Rather they 
come to the advertiser requesting material 
or at least are very receptive and agreeabl 
to its installation. 

This job of merchandising 
when done right, solves one of the adver 
tiser's major problems. 





mer= 


advertising 


D. R. Morean 
Vice-President, American Colortype Company 
New York City 
Today, no one questions the value of point 
of-sale advertising. Neither do they ques- 
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tion the importance of dealer tie-up to na 
tional advertising activity. 

However, some of the lame measures of 
business procedure regarding the above need 
qa lot of explaining. Particularly this 
puzzler: 

Why do so many responsible advertising 
and business executives allot a negligible 
portion of their annual advertising budget 
for window displays, dealer helps, and point- 
of-sale advertising ? 

[, for one, am still waiting for a safe and 
sane answer to that question. But, when it 
comes, it had better be a good one to satisty 
my curiosity and that of hundreds of thou- 
sands of retailers who form the all-important 
link in the life of American 

You and I know that manutacturers 
not exist without retailers, that they can not 
market their wares without retailers, and yet 
responsible executives continually neglect to 
support their retailers and fail to capitalize 
their respective marketing opportunities ! 

Advertisers who believe in window dis 
plays and point-of-sale advertising have 
found: (1) that they can measure the value 
of window displays with the same yard stick 


business. 
can 


used for newspaper and national magazine 
advertising, based on “cost per thousand” 
circulation. (2) That window display adver- 
tising shows a lower cost per thousand cir- 
culation than ‘most all other media. (3) 
That advertising at the point-of-sale is pro 
ductive, profitable, and wins the greater good 
will of retailers. (4) That no national ad 
vertising campaign is complete without a 
well conceived and consistent program ot 
window display advertising, incorporating 
all the important features of their magazine 
and newspaper advertising at the point-of 
sale. (5) That point-of-sale advertising must 
be a definite part of the annual advertising 
and merchandising program, and not “just 
another display” every now and then. (6) 
That it pays to give retailers all the support 
they deserve—that the accumulative 
irom retailers constitute the 
total which forms the basis for the advertis 


sales 
grand sales 


ing appropriations. 


Walter W. Reid 


Manager of Sales, Eastern Division, The United 
States Printing & Lithographing Co., Brooklyn 
“Merchandise properly displayed is half 

sold.” This ever-sound fundamental in the 
merchandising world has become such a gen- 
erally acknowledged fact that many manu- 
lacturers are likely to take it for granted 
that their wares will find a proper space in 
the general order of things, and in so doing 
are definitely dissipating the greater possi 
bilities for bigger and better sales. 

Cooperation by the manufacturer in send- 
ing to the retailer display material that has 
been carefully prepared to meet prevailing 
conditions will unquestionably bring definite 
selling results that will not only repay for 
che time and effort taken in the development 
of such material, but will bring great divi- 
dends to the manufacturer and the retailer, 
and thereby cement good will to both. 

The retailer is the first to recognize the 
Value of properly prepared display material, 
and is only too willing to take advantage 
of the opportunity to use it, for he appre- 
cCiates the results it will bring. Therefore, 
a grave error is made by any manufacturer 
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if he neglects this ever-growing facility to 
promote the selling of his products. 

Even a good product must be “sold” to the 
consuming public, and there is no sounder 
way to herald its qualities than at the point- 
of-sale, by intelligently prepared display ma 
terial. Many excellent products have found 
themselves lost on the because the 
public 
with their qualities, by neglect on the part 
of the manufacturer—by his not having edu 
cated the public through the greatest adver 
medium of all—window display. 


shelves 


buying were not made conversant 


tising 


G. E. Loder 


President, The National Process Company, Inc. 
New York City 

We expect that the World's Fair in New 
York City and the Golden Gate International 
Ixposition in San Francisco will serve as a 
decided stimulant in the construction 
and design of displays. Both fairs provide 
new and unique ideas in color, architecture, 
should influence 


use, 


and which 
plans for merchandising. 

In carrying out merchandising 
1939, it is only natural to expect displays of 
all types to reflect these new ideas in con 
struction, as well as prominently display the 


showmanship 


plans for 


fairs’ theme motifs which are being publi 
cized at the present time. 

It is our belief that the trend in displays 
which show a family of products allied with 
the featured product of a manufacturer will 
We can expect to see a 
developments in dis 


continue to grow. 
greater use and 
plays which render greater service to the 
retailer while selling individual products 


new 


E. R. Kresy 


Vice-President, Consolidated Litho. Corp. 
Brooklyn 
Our prediction for next year as to display 
business is that it will be better, because at 
the beginning of 1938 we made a resolution 
to increase the display and the re- 
sults at the end of the year were all that we 


business, 


expected them to be. 

We are making the same resolution for the 
Our slogan is, “If it’s action 
The ultimate object 


coming 
you want, use displays.” 


year. 


of advertising and selling is to secure action 
in the form of Displays supply the 
means of securing this action because displays 
product, “Here [I am, 


sales. 


virtually say of any 
ready to be taken away.” 

Displays are the final word that consum- 
mate the effort of all other advertising. 

To every advertiser for the year 1939 we 
say, “If you want action, use displays.” 


W. P. York 
President, W. P. York, Inc., Aurora, Ill. 

With the improvement in general business 
conditions that appears certain in 1939, dis 
cerning national advertisers will undoubted- 
ly stimulate their dealers’ sales with display 
campaigns of greater scope than during the 
recent This should 
activity on the part of all who are in 
production, 


months. mean greater 


any 
with designing, 


way connected 


and installation of advertising displays 
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Mercuanoisine - Art - AncuirecTuRe 
end Unimiaitton / 


Never be at a loss for that idea. Here are 750 
photos and 250 diagrams. The pick of the last three 
years’ dynamic displays. The outstanding library 
of Window and Floor Display Ideas. No duplica- 


tions. All different. 
SPECIAL OFFER 
1936-7-8 Editions 

All Three Volumes $9.50 

Any Two of them $7.50 

Singles, Regular Price $5.00 
We prepay delivery when remittance accompanies 
order. Outside U. S. A,, add 50c for each book 


The three volumes contain 736 pages, Size 8!5xI11. 
Full Cloth. Weight, 8 Ibs. 6 ozs. 


REEDER-MORTON PUBLICATIONS, INC. 


515 FLATIRON BLDG., NEW YORK, N. Y. 
Telephone: ALgonquin 4-8084 








The greatest 
attention compeller 


in DISPLAYS is 


MOTION: 


Size, color, beauty, shape—all focus 
{{// Mme! 








attention but none have the com- 
Pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
(((( eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 
These dependable 110v_ back- 
geared units comprise a complete 


~ 
) line that meets every display con- 
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Photographing 
The Window 


By JOHN DENNISON* 


The camera lens should be kept wide open, 
utilizing its highest speed, and the shutter set 
to 1/25th of a second, altering the speed of 
the latter to suit the intensity of the illumi- 
nation that happens to be available. With 
an f2 lens and one of the “super” speed films, 
it often will be possible to shoot at a shutter 
speed of 1/50th and even 1/100th of a sec- 
ond. The average-set-up for night photog- 
raphy through the window, therefore, is this: 
use a fast lens, wide open, fast film and alter 
shutter speeds to suit the lighting, leaving 
the diaphragm opening always the same. 

Ii the worker has a relatively “slow” lens, 
say f4.5, he may at times be obliged to em- 
ploy a shutter speed as slow as 1/10th or 
1/5th of a second, and these speeds, for most 
workers, necessitate the tripod. 
However, there are many who are able to 
make exposures from the hand at these slow 
speeds without showing any appreciable 
movement of the camera. The only way to 
find out if you can do it is to try it and see. 
It's a good stunt if you can, for it will get 
you out of many tight places (photographi- 
cally) in window photography as well as in 
other phases of your hobby. The important 
thing is to steady yourself firmly, to lean 
against something, if such a support is handy, 
or to supply the support in your own body 
frame by spreading your legs and balancing 
yourself in this way. 


use of a 


Hold the camera steady but without tense 
ness, suspend your breathing for a moment 
and shoot without haste, gently depressing 
the release to make the exposure. If you 
use a camera of the “eye-level” type, you can 
gain some steadiness from the fact that 
your nose may be utilized as a prop. In the 
case of the reflex type of camera, which is 
ordinarily employed at waist level, prop the 
elbows against the sides of your body and 
hold the camera against the diaphragm, 
holding your breath for the moment of ex 
posure, as cautioned above. 

Manufacturers of photographic accessories 
have realized the need for steady cameras, 
and have introduced several gadgets for aid 
ing the photographer in this important fea- 
ture of his work. Therefore, we now have 
the chest tripod, the waist tripod and similar 
aids which consist of a short tube and strap 
so arranged that the chest or waist, as the 
case may be, serves as the base for steadying. 
In any event, it is no less important even 
with these accessories to heed the old in- 
junction to hold the breath and keep the hand 
steady. 

The farther away from the subject, by the 
way, the greater the depth of field (range 
of sharpness) of the subject covered. For 
the majority of subjects, however, the short 
focus lens characteristic of the miniature 
camera ordinarily provides sufficient depth 
even at the widest opening of the lens. 

To eliminate undesired window reflections, 
use a polarizing filter on the lens. 


*Reprinted by special permission from Minicam 


-the miniature camera monthly 
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RETAILERS AND 1939 DISPLAY 
[Continued from page 9] 
and the more important store management can 
make it, the more productive it will be. The 
store which gives consideration, merchandis- 
ing help, and a sufficient appropriation to its 
display department will find that department 
a consistent “dividend payer” in sales. 

It is most important, however, in order to 
get the most good out of window display that 
there be cooperative effort between the mer- 
chandising staff and the display staff and that 
the display staff be considered an important 
member of merchandising and advertising 
councils so that they will not only have the 
practical knowledge with which to work, but 
will also have the inspiration that is present in 
the planning of sales and promotional events. 


Charles B. Dulcan, Sr. 
Vice-President, The Hecht Company, Washington 
| do not know whether or not it is authentic 
that Cleopatra had a wart on one of her 
beautiful hips, but if she did, she certainly 
covered it up beautifully. 

Nineteen-thirty-nine display will receive 
great impetus from both the New York City 
and San Francisco fairs and 1939 should, and 
I think will, bring more and more action in 
display because action stops and holds public 
interest. 

If action is backed up with sound merchan- 
dise and merchandising, then display will do 
the job for which it was created—that is, sell 
goods. 


T. J. Twentyman 
Advertising and Sales Promotion Manager 
Loveman, Joseph & Loeb, Birmingham 

Window display is progressing rapidly as 
an art in selling goods. Through the use of 
color, by the showing of merchandise as it is 
worn or used... people stop, look, and ad- 
mire. Whether they buy today or tomorrow 
or next week is secondary. Good stores need 
window displays that sell the passerby directly 
and indirectly. To him or her, skillfully pre- 
sented displays are a real service—because all 
day and far into the night the windows tell 
colorfully, silently, artistically, why the cus- 
tomer ought to come in. And nothing else 
can do that so well. 

Morton Simpson 

Promotional Director, Burger-Phillips, Birmingham 

The prime purpose of display is to sell. Like 
advertising, display must occasionally seek to 
create prestige, which is, of course, abstract 
selling. But in 1939 it seems to me that the 
alert display manager will endeavor to do a 
more concrete selling job. People will be as 
price-conscious in 1939 as they have been 
heretofore, and displays that are too “ritzy” 
will appeal, therefore, to a very limited group. 
The displayman to whom the orchids should 
1939 will have constantly he- 
sell! sell! 


be awarded in 
fore him the keen desire to sell! 
P. B. Juster 
President, Juster Brothers, Minneapolis 
A great deal of progress has been made 
among retailers toward the creation of in- 
teresting, individualistic layouts. The proper 
use of colorful lighting effects has given a 
new air of softness and richness to display 
and has created interest on the part of the 
public. 
The display artists has 


new school of 
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learned that fewer articles in a window attract 
more attention because of the opportunity 
it gives to highlight a particular item. Inter- 
esting backgrounds and scenery, placing the 
displayed merchandise in the environment to 
which it belongs, has helped the sale of mer- 
chandise. 

Over all, I do not think that the 
wear stores are taking advantage of the pres- 
tige and extra sales possibilities that interest- 
ing window displays will create. An overcoat 
on an ordinary form in the window isn’t 
nearly as interesting as when shown on a 
full figure, giving opportunity for the dis- 
play of the proper hat, scarf, and gloves 
—and how much more appealing this over- 
coat appears on the full figure when displayed 
in an actual winter scene. Likewise, sports- 
wear becomes so much more interesting when 
properly associated with sports in the display. 

Someone said, “A picture is worth a thous- 
and words.” The windows of a store are ac- 
tually a picture of not only the merchandise 
in the store, but in most instances an under- 
standing of the technique of the owner. Any 
extra money that one spends on his displays 
should be treated as an investment and_ not 
an expense. 


men’s 


Charles H. Bear, Jr. 
Charles H. Bear & Co., York, Pa. 

Another year has come and gone, and with 
it the usual changes in store-keeping trends. 
Perhaps none more outstanding than those 
of displays—particularly window displays. 
Strictly merchandise windows are to a great 
degree giving place to institutional ideas. 

Our store has adopted the institutional plan 
only in a limited way. Of our battery of 
about a dozen windows we reserve only one 
for highlighting prestige or institutional 
schemes. We believe that the function of 
windows is to display merchandise for the 
purpose of creating customer demand for that 
We at all times present the 
dominant merchandise idea—exploiting the 
newest and most wanted things; however, 
we inject into those windows modern trends, 
combining merchandise with current themes, 
striving for an effect which will create the 
consumer urge which every successful win- 
dow must possess. 

Our Fashion Coordinating Committee, meet- 
ing once a week, plans for one outstanding 
fashion window for the following week. 
That window may exploit a certain fashion 
trend in design of garment, an important 
color scheme, or it may portray some current 
event which is influencing fashions for the 
moment. Accessories appropriate for the win- 
dow tie-up are assembled and displayed there. 


merchandise. 


William H. McLeod 

Sales Manager, William Filene's Sons Company 

Boston 
To me, 1939 should be, and will be, I be- 
lieve, a year in which display managers and 
displaymen will realize increasingly the duty 
and opportunity to use their windows to sell 
instead of merely to display. And please don’t 
take this to mean windows that are dull, mes- 
sy, or inartistic. I believe that windows can 
combine happily the elements of good taste, 
artistic presentation, and direct selling by 
showing a woman how attractive a_ given 
piece of merchandise is, how much it costs. 
and by making her want it more than the 

dollars in her pocketbook. 











939 


ttract 
unity 
nter- 
4 the 
nt to 
mer- 


men’s 
pres- 
erest- 
rcoat 
isn't 
on a 
dis- 
rloves 
Over- 
layed 
Orts- 
when 
splay. 
hous- 
re ac- 
indise 
inder- 
Any 
splays 
1 not 


with 
rends. 
those 
plays. 
great 
aS. 

| plan 
ry of 
V one 
tional 
m of 
r the 
r that 
it the 
x the 
vever, 
rends, 
lemes, 
re the 
win- 


meet- 
nding 
week. 
ashion 
ortant 
urrent 
wr the 
> win- 
there. 


npany 


I be- 
‘s and 
- duty 
‘o sell 
don’t 
_ mes- 
's can 
taste, 
iz by 
given 
costs, 
in the 














JANUARY, 1939 


[ like your phrase “at the point-of-sale,” 
for that’s where a store’s windows actually 
are. It should be much easier to bring a 
woman a few feet into the store to buy than 
a long distance after she has read a newspaper 
ad. And I hope that 1939 will be a year when 
display departments will take pride in being 
the entire motivating force in selling mer- 
chandise rather than just an 
other forms of publicity. 


accessory to 


C. Gordon Anderson 
General Sales Manager and Divisional Merchan- 
dise Manager, Burdine's, Inc., Miami 

As we see it, we enter 1939 with display 
in a peculiarly uncertain spot. Whether it 
will continue to be a three-ring circus of 
purely visual entertainment or whether it will 
return to the business of selling goods will, 
we believe, depend upon the status of retail 
business during 1939. 

There is little doubt that display, in many 
stores, has strayed far from its original pur- 
pose and intent, and the farther its journey 
the greater its cost. 

We believe that display should glorify not 
the display manager’s dyspeptic nightmares, 
but rather should confine itself solely and en- 
tirely to the glorification of merchandise. In 
our opinion this is a big enough job to occupy 
the time and talents of our best display brains 
—and probably high time it began to receive 
the benefits of those brains. 


Charles A. Shinn 
Vice-President, The Denver Dry Goods Company 
Denver 

Displays that stop store traffic and bring 
crowds to windows are displays that not only 
sell merchandise but also get the store talked 
about. We believe they should serve a double 
function: show merchandise and create city- 
wide interest. 

We have tried to accomplish this in several 


ways. In our last anniversary sale we bor- 
rowed historic relics from Denver's first 
families and stirred up civic pride. This 

° 


Christmas we are staging seventeen marionette 
shows in seventeen - depicting 
“Christmas in America.” These are operated 
by expert puppeteers and are synchronized 
with sound. 

We are convinced that displays with mo- 
tion rate two to one over static displays. 


windows 


Mrs. Hortense M. Odlum 
President, Bonwit Teller, New York City 

What a shop stands for should be evident 
from the first glance in its windows, just as a 
woman’s personality can be sensed the mo- 
ment you enter her home. We want our win- 
dow displays to reflect the air of graciousness 
of our shop. We want them to show that our 
staff has superb taste in selecting clothes and 
that we are alert in anticipating whims as 
well as wardrobe wants. We dramatize our 
windows in fanciful, rather than realistic 
style, because we know that our customers 
have a keen appreciation of modern style in 
painting and decoration. 

We like to link our displays with events 
and activities in which our customers play 
an active part—the opera, the ballet, horse 
shows, flower shows, cruises, country week- 
ends. We like the sense of excitement when 
our windows launch a store-wide promotion, 


coincident with our newspaper advertising, 
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when they graphically tell a story of buyers 
sent to faraway lands, or inspiration drawn 
from a series of paintings. We like, in short, 
to tell every woman passing by that we under- 
stand her life—and want to help her live it. 


H. W. Brightman 

Vice-President, L. Bamberger & Co., Newark 

Last year we said you could expect great 
things from display departments in inaug- 
urating window displays that would reflect 
great ingenuity in the use of “motion” and 
“sound.” We all know, or have read reports, 
of some amazing achievements along 
lines. The display departments of retailing 
have good reason to be justly proud of the 
leadership they have earned in pointing the 
way to new and unorthodox means of dra- 
matic sales promotion. 

This year, we can expect even more dra- 
matic effects that will utilize more than these 
two basic elements of drama. Display people 
are taking another leaf from the experience 
of the theatre and will concentrate on using 
their inventiveness on new uses of “lighting” 
and “color.” When these elements of display 
are brought to their peak of effectiveness, 
they will enable displaymen to offer a com- 
bination of dramatic effects limited in year- 
round application and appeal only by the in- 
dividual displayman’s ability to adopt any or 
all of these four principles in new and _ in- 
genious ways. 

Also in 1939, displaymen, flushed with their 
success in 1938 windows, will turn to the in- 
terior of the store. They will recognize the 
problem of doing an informative, dramatic, 
silent-salesman job of interior display. They 
will devise a new philosophy of what consti- 
tutes the elements of a good interior display 
job and then apply their inventive genius to 
answering these problems in a way that is as 
unique and forceful in its accomplishment 
of its objectives as was their window job in 
1938, 

We all look forward with confidence to 
displaymen answering these important prob- 
lems for us in 1939, thus contributing sub- 
stantially to an outstanding year of oppor- 
tunity and accomplishment. 


these 


J. V. Hopkins 
Assistant to the President, O'Connor, Moffatt & 
Co., San Francisco 

Displays in San Francisco stores in 1939 
will be the most exciting in years. The Golden 
Gate International Exposition opens on Feb- 
ruary 18. The rare pastel colorings chosen 
in decorating and painting the exposition 
buildings are already being planned as _ part 
of our 1939 style promotion. 

California is the nation’s greatest state for 
sportswear, both from a creative standpoint 
and as an ideal state in which to wear it. 

Color will be our promotional theme for 
early style presentations, both in accessories 
and apparel. Our first promotion of the new 
colors will be on January 8, presenting Sierra 
Gold and Spring Wine, followed up by Baby 
Cherry, Parisian Blue, and Sienna Rust. On 
January 29 we have planned an entire new 
feature presenting Coast Guard Blue and 
Blonde Tobacco. 
promotions will be backed up by 
these color tones in displays in windows and 
interior. 

San Francisco will “Shine for ’39” 
sincerely hope to do our part. 


These 


and we 
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A New 1939 


Spadea Mannequin 


Here is only the FIRST of the new 1939 series of 


Spadea mannequins. Others will be on display in 
Bonwit Teller’s Fifth Avenue windows and in our 
own New York show room, after January 20th. 

Spool Waists are the biggest mannequin news of 
1939. No other mannequins NOW on the market 
offer this latest fashion MUST. 

Spool waisted mannequins will be a NECESSITY 
in 1939 in order to PROPERLY show spool waisted 
fashions which are now in vogue. 

Again Spadea is the first to develop something 
new in mannequin designing and the first to keep 
pace with the ever changing developments of the 
fashion world. 

Come to our show rooms and see for yourself 
why the superior Mannequins Spadea models SELL 
MORE CLOTHES. 

Spadea Mannequins will be confined exclusively 
to one store in a city, if enough models are pur- 
chased to justify. . 

More than 25 mannequins are now available for 
inspection —including Children, Junior Misses, 
Misses, Matrons, and Men. 


1 Catalogue is Available on Request 


a 


ARE ARISTOCRATS 


E.56thST.,NEW YORK CITY 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 18] 

sales salaries, rent and real estate, taxes, 
legal expense, office personnel, telephone and 
electric bills, and other contingent operating 
costs that can be looked upon as fixed. If 
this expense budget is properly set up, it can 
become an advance guide to the volume of 
sales, carrying the proper gross mark-on, 
that will be required as a minimum to meet 
strictly overhead expenses, and to the addi- 
tional sales volume that will. be needed to 
attain the favorable operating balance for 
which all businesses so earnestly strive. A 
well-balanced expense budget can be main- 
tained and adhered to, without a great per- 
centage of fluctuation, except for unantici- 
pated or non-recurring expense items. 

The problem of instituting a system of 
daily cost control for manufacturing or pro- 
duction in display 
operation on the part of all the departments 
that function as a manufacturing division. 
In display language, this embraces the esti- 
mating department for the supply of pre- 
liminary estimates; the pay roll department 
for tally of design and sales art labor, art 
and lettering production labor, and shop con- 
struction labor; the purchasing department 
for a recording of special material secured 
for a given job, and the stock department 
for recording of general or stock materials 
used. We are showing herewith a reproduc- 
tion of a special sheet which we have de- 
vised to coordinate all the data and figures 
necessary for this constant cost control sys- 
tem, and which we have found to be a prac- 
tical Entry space for three 
classifications of operating or production 
labor is provided for—design and art sales, 
art production, and shop construction. By 
segregating our art sales labor, we know at 
all times what our preliminary design and 
art work is and we are thus 
enabled to revise our percentage of overhead 
allotted for this item to meet any fluctuations 
that may occur. We also consider it impor- 
tant to analyze our art production labor and 
our shop construction labor at frequent in- 
tervals from the information this sheet fur- 
nishes, and to compare the relative costs and 
improve these operations wherever possible 
from the comparison made. 

Entry space for all materials items, both 
special and stock, is quite essential. We find 
it practical to classify our materials, as used 
by the art production and shop construction 
departments, for relative information. 
By systematic set-up, the purchasing depart- 
ment and the room divisions are re- 
sponsible for the recording of these mate- 
rials, at the proper cost figures. 

After we know what a given job has cost 
us in labor and materials, we know also 
that a certain overhead percentage must be 
added to cover the items carried in our ex- 
pense budget, 1n order to arrive at our actual 
manufacturing cost. This overhead percent- 
age we term “burden” and we consider it as 
an item of manufacture just as we would a 
piece of lumber or any other material which 
we purchase outright. Upon arriving at our 
total manufacturing cost, the matter of add- 
ing our gross profit or mark-up figure, to 
determine our bid or billing total, is a simple 


is solved by close co- 


arrangement. 


costing us, 


cost 


stock 


procedure. 
Our estimating provides an 


which 


department 


important “estimate” column, serves 
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as our expense budget for production on coi - 
tract work. The figures contained in th s 
column are doubly important, for it is on 
this department that we rely for correct coi 
tract estimate figures. 

When this cost record sheet has been cot 
pletely filled in, it then serves as an ent? 
guide for our bookkeeping department in t! 
transfer of various departmental operating 
figures into the general ledger. Our ledger 
system uses a standard stock sheet, and 1} 
reference to monthly totals of departmental 
operating figures, as taken from the gener«] 
ledger, we know what our operating results 
are for each department. In so far as the 
tally of total materials used is concerned, 
the general ledger sheets also provide us 
with accurate and quick data for checking 
our materials purchases for a given period, 
and reconciling our inventory. We are also 
able to determine whether there has 
an overage or shortage of materials charged 
through on our production cost sheets. 

Summing up the requirements of efficient 
operation in display design and production, if 
the following factors are religiously sought 
for, a favorable result can be anticipated: 

1. Trained and efficient sales personnel. 

2. General expense and overhead budget 


bee 1] 


ing. 
3. Systematic and simplified accounting. 

4. Pay roll analysis and efficient produc- 
tion personnel. 

5. Purchase and stock room control. 

There are many other factors that 
into the operation of a successful commercial 
display studio or private department, and 
many other features that might be included 
as items of necessity and interest in the 
daily cost and accounting problem. How- 
ever, we have attempted to only a 
nucleus of the method that we have found 
to be practical in the assembly of data that 
is fundamentally important for production 
cost control. 


enter 


give 


Williams Expansion 
And Modernization 

In preparation for the thousands of display 
visitors to the New York World’s Fair this 
year, Jas. B. Williams, Inc., is now engaged 
in a thorough remodeling of the firm’s first 
floor at 498 Seventh avenue, New York 
City. The redecorated setting will be in 
harmony with the floor on which the man- 
nequin and glass display salons are located 
The World’s Fair decorative scheme and 
colors will be utilized by Eleanor La Maire, 
the designer of the new setting, with co- 
operation on the decorations by Helen Coles 

Ralph Adler, who has just returned from 
an extensive trip to the West and Midwest, 
reports greatly improved business conditions 
in those He also announces that 
Jas. B. Williams’ new 1939 catalogue will b 
ready for distribution during January. The 
brochure is profusely illustrated. 


sections. 


Chords Leave 
On Cruise 

John T. Chord, Ernst Kern & Co., Detroit, 
and Mrs. Chord are sailing from New York 
City on January 21 on the S. S. Ponce for a 
Caribbean cruise. They will visit Puert 
Rico, the Dominican Barahona 
Azua, Puerto Plata, 
interest. 


republic, 


and other points 
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How- If the last three months of 1938 can be 
nly a taken as any sort of a guide, display in all 
found phases for 1939 has a most optimistic out- 
a that look, both from the standpoint of the window 
uction display department in the retail store to’ the 


large production plants throughout the coun- 
try. ar 

While it doesn’t look as if there will be 
a tremendous “spurt” increase, display 1s 
destined to take a slow, steady increase over 
the next few years, and 1939 will have a 
great bearing on this advance. 

This doesn’t mean that the man in the 
Wook display shop can sit back in his chair and 

. wait for the orders to come—he’'ll have to 


be in ‘ é ; ; 

wale continue to plug hard for business. Compe- 

oe tition will be great and keen. The purchasers 

rated eee Hy : ; 

ite of display will do considerable shopping and the same thought 
aire around before buying, in order to get the and care should be ex- 


. best idea at a satisfactory price that will : ercised as in any other 


co 


ee give the greatest returns for the money. It s medium 
eid will also mean during 1939 that the display g oe oe rare See ma 
lwest, producers will have to create more sketches z 
he and sell more ideas, rather than go out and © The color, construction and smooth 
that ask for orders. 5 
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grams which will include new fixtures, new 
backgrounds, etc. A great many display ] . . 
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producers throughout the country are plan- eaders in the profession 
hing expansion programs and in general it 

troit, looks like a good year for display. 
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USE THE 


STEVENSON ANIMOTOR 


FOR ANY DESIRED 
MOTION IN 


MOTION 
DISPLAYS 


motions 
singly 
special 


The following 
can be_ produced 
or grouped for 
effects. 


Fast Rotary—S0) RPM 
Slow Rotary— 6 RPM 
Oscillating—70’, 10 sec. 
cycle 
Indexing—60’, 6 stops, 2 
sec. motion—8 sec. still 
a Provided through 
Four Double-End Shafts 
. . . Reverse Direction— 
each end... 





The ANIMOTOR 
110 V., 60 Cycle— 
A.C. or D.C. 


@A Motion Display 
Turntable. A complete 
motion display within 


itself. Driven by the 
Animotor to produce four 
types of motion in either 
direction—single or three 
plane top. 


@ Animotors and Turn 
tables are in use nation- 





f ally by many large ad 

af vertisers, and are oper 

— ating displays Continu 

TURNTABLE for ously. Accurately and 
use with ANIMOTOR Quietly. 


When you require motion of any kind for one or 
hundreds of displays, you'll find the ANIMOTOR 
and TURNTABLE ideal. 


Write for Literature and Prices! 


D. M. STEVENSON ENGINEERING CO. 


LA PORTE, IND. 


>500-9° 


In CASH PRIZES 


Offered in this nation-wide display con- 
test for ‘Kula Kula” all-silk ties! Plenty 
of time for you to plan a winning 
display! 


@®Twelve Awards 


First prize, $150; second, $100; third, $75; 
fourth, $50; three prizes of $25 each— 
five awards of $10 each. 


@Simple Rules 


Open to every displayman of stores 
selling men’s neckwear. Photographs 
must be submitted on or before July 1, 
1939. 


@Display Helps 
will be furnished on request. Write 
now for detailed information and plan 
your entry in this interesting and prof- 
itable contest. 


ARTHUR SIEGMAN, Inc. 


16 E. 34th ST. NEW YORK CITY 























Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


NO WIRES 


PLUGS 
NOVODOM CO. 


ELECTRICITY 
200 Fifth Ave. 


New York City 
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infancy and has a whole life ahead of it. 
The new year will witness a vast stride to- 
ward the better silk screen process and will 
also bring about many new ideas on produc- 
tion methods. 

While this is more like prophesying for 
the future, I believe the business man at the 
present time has a more optimistic outlook 
for 1939 and I sincerely believe we will see 
a steady increase in display work for the 
next twelve months. 


J. R. Stewart 
Barker Brothers, Los Angeles 

We displaymen have a very definite job on 
our hands. In our schools today, magazines, 
through universities and women’s clubs, etc., 
people have become more style conscious 
than ever before—so in presenting merchan- 
dise it has to be in good taste as we have a 
more critical public to please. 

Quoting what our New York City stylist 
said to me in a recent letter, “I am getting 
extremely weary of display tricks or stunt 
displays.” That is very true, I think. We 
should be showing merchandise with a back- 
ground that is well executed and simple— 
and the merchandise far out-balancing the 
props in visibility instead of the reverse, as 
has been the case in many stores recently. 
Our fixtures should have a sense of archi- 
tecture and a substantial and dignified sense 
of balance. 

[| think we should always have displays 
conversation and 


that cause bring people 
downtown to see some particular idea, 
whether it be from an institutional stand- 


point or some fantastic thought or idea 
about some local or national thing of inter- 
est—but I don’t think that a whole front 
should be given over to that sort of thing. 
After all, it is the showing of merchandise 
in a very smart, simple, dramatized effect, 
especially stressing the thought of the fore- 
ing-up of merchandise, that is the necessary 
point of display. 


Fred Wassall 
Walker's, Wichita 

Nineteen thirty-nine will undoubtedly be 
an exciting year for display and displaymen. 
The New York and San Francisco fairs 
should contribute extensively to the trend 
that display is taking—drama, unusual light- 
ing, and, best of all, simplicity. 

This past year a number of our windows 
have featured background scenes to suggest 
themes done in a_ sketchy, subtle 
manner. [I am planning to repeat this motit 
again in 1939 because of good reaction from 
the public. After seeing the many fine pho- 
tographs published in DISPLAY WORLD I 
can not think of a thing that could be in- 
jected into display to further its punch. May 
I add that I can not think of a profession 
that I would rather be in right now than 
display. 


various 


J. K. Cochran 

J. Goldsmith & Sons Company, Memphis 

At present the indications are that  busi- 
ness for 1939 will compare favorably with, if 
not equal, the pre-depressions days. In my 
opinion, the modern displayman is due quite 
a bit of the credit. Never before have there 
greater opportunities for the wide- 
awake displayman to “spread his stuff,” and 
I believe the merchants of today are begin- 


been 
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ning to realize more than ever the value o1 
good displays, and are cooperating more and 
giving the displayman more and better equip 
ment with which to do his work. 

Naturalness and simplicity, I am sure, will 
be the key-notes of 1939 display. The trend 
seems to be away from novelty and th 
elaborate backgrounds of the past which de- 
tracted from the merchandise shown; to 
show an article in such a manner that the 
customer can better visualize its use and 
appearance, and at the same time to create 
that desire to possess. 

E. Dudley Pierce 

Sibley, Lindsay & Curr Company, Rochester, N. Y. 

3etter business must be had this spring 
through better merchandising and_ better 
windows. This, backed up by advertising. 
should bring the desired results. It is hard 
to think in terms of spring while the thoughts 
of Christmas are still in mind, but I am 
quite positive of one thing—that the new 
trend of display will naturally be more 
modern even than it has been in the past: 
the New York World’s Fair and the Golden 
Gate International Exposition will suggest 
themes for display. 

Of course, the displayman welcomes any 
new thought, or even suggestion of thought, 
that will lead him into new fields. I do 
believe that through modern display, the dis- 
play manager who is display-minded really 
becomes the modern merchandise man of to- 
morrow. For myself, I can not see some of 
the eccentric display subjects that have abso 
lutely nothing to do with the merchandise— 
no relation in any form. Yet that seems to 
be the trend in some stores. 

It really does not make much difference 
how far these eccentric displaymen may go: 
you will find that they all eventually turn 
back to a merchandise presentation where 
the merchandise itself is the theme of the 
display, rather than some crazy, attractive 
background that has no relationship to the 
merchandise. 

L. A. McMullen 

Eastern Outfitting Company, Portland, Ore. 

Here are ten good thoughts to remember 
in displaying merchandise: (1) Plan all dis- 
play and show cards well ahead. (2) Win 
dows should be clean. (3) Use proper light- 
ing. (4) Select merchandise to harmonize 
(5) Use accessories to carry out a complete 
display scheme. (6) Be punctual in even 
(7) Change merchandise often. (8) Settings 
should not detract from the merchandise 
(9) Color for background should be changed 
twice a year. (10) Accept new window ideas 
for their worth. 

Merchants should realize that the show 
windows are the best medium in selling mer- 
chandise. The displayman should be recog- 
nized more than at present; not until then 
will his value be known and the future of 
the displayman on an equal footing with 
other store executives. 


W. Tayloe Munford 

Thalhimers, Richmond 
We feel that display has reached a turn- 
ing point from the era when a set of win- 
dows carried a large variety of merchandise 
from a number of different departments. By 
carefully checking sales from windows and 
departments, we believe that to promote one 
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object or color at a time is of vital impor- 
tance in making the public feel and believe 
that your store has the most representative 
stock of that particular merchandise in the 
city. We feel that there will be a concen- 
tration on one idea a week in conjunction 
with pre-installation display, checking unity 
of advance buying and publicity with pro- 
motions for the year 1939. 


Moie M. Hamburger 
Strub's Department Store, lowa City 

Display, without doubt, is on the right 
road. Windows everywhere are perking up, 
looking better, and making more sales than 
the year before—and competition for better 
displays among displaymen and 
keener than ever. This is a good sign. The 
New York World’s Fair and the Golden 
Gate International Exposition are emphasiz- 
ing the importance of dramatic display. 
Windows of mere merchandise presentation 
are passing and in their place we are find- 
ing—and will continue to see—windows dra- 
matized for greater appeal and consequently 
for greater sales. 


stores is 


P. A. Kushell 
Russeks, Detroit 

I believe the merchant of today realizes 
that the windows are the personality of the 
store and not only sell the merchandise dis- 
played therein but sell the store as well. He 
also knows his window space is too valuable 
to be experimented with by a novice, and 
rightly demands the ultimate in skill and 
artistry of his displayman. The displayman, 
in turn, strives continually to incorporate 
artistic sense into every presentation. He 
knows his windows should always be inter 
esting enough to keep people watching and 
talking; similarly, striving to keep the name 
of his store constantly mirrored in the pub 
lic eye. 

The ornate and showy window fixture is 
becoming extinct and in its place is found 
the newer, more effective fixture which lends 
the desired glamour to the merchandise 
without being conspicuous in itself. 

Syl C. Rieser 
Executive Secretary, International Association of 
Display Men, St. Louis 

Displaymen who tie in their display with 
other forms of advertising in 1939 will do a 
better selling job for their firms. 

The recent survey by a large-national mag- 
azine has indicated that much of the value 
of advertising in publications—that are read 
in homes—is lost unless the message is re- 
peated on merchandise at the point-of-sale 
where the consumer buys. This survey also 
disclosed that sales increases up to 93 per 
cent were made when advertising in their 
publications was tied-in at the point-of-sale 





Del Heizer 
Mabley & Carew, Cincinnati 

We consider display windows and interior 
display as very important parts in a promo 
tional program to get bigger business day by 
day. We find that displays which coordinate 
with the advertising of the store have a 
double pulling power; therefore all of our 
advertisements are backed up with window 
displays. 

I feel that with the new year, more effort 
than ever before will be put forth in making 
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clean, timely, dramatic displays. The days 
of the window without a definite selling story 
are past. 





C. R. Crawley 

George B. Peck Company, Kansas City, Mo. 

A brief outline for 1939, as I see it: I'll 
never believe there is anything wrong with 
the display profession. Every store offers a 
problem of some kind, and it is up to the dis- 
playman to equip himself with the necessary 
knowledge to solve these problems and main- 
tain smooth working conditions. Your job 
is what you make it. 

Carroll S. Nichols 
McAlpin's, Cincinnati 

Today there seems to be a wider scope for 
the appreciation of display achievement, and a 
keener regard for individual, personal opinions 
of others interested. We must be proud of 
display, realizing that we are striving to edu- 
cate the public by presenting a clearly de- 
fined and necessary service. 

Individuals of power from industrial and 
economic centers voice, almost with one ac- 
cord, the opinion that 1939 will be a_ better 
year for America than 1938; that 1940 will 
be a far better year than 1939. This should 
encourage us to be optimistic and create an 
urge to make 1939 a glorious year for dis- 
play : more vigorous, more commanding, more 
successful, and more pleasant in every way. 


Emil Newdold 

Stillman Dry Goods Company, Fort Wayne 

What is display today? The old-timers 
still in display work are conscientious and 
are willing to do a good job and work hard 
in order to produce sales. On the other hand, 
my observation is that the younger genera- 
tion are always figuring on less work with 
more pay, taking the wrong attitude from 
every angle of this game. 

I still say, the “old-timer” should stick to 
the ship until it sinks. It makes no difference 
how old he is or how hard he might have to 
work; as long as he is active enough to show 
any store for which he works how to get the 
customers into the store to buy merchandise, 
he will have a job. 

The year 1939 will not be any different 
than the year 1938 as far as business is con- 
cerned. It will therefore be the problem of 
every displayman to watch his windows and 
learn the results of the work and effort he 
has put forth. 

As long as we have labor disputes business 
will not improve, as neither side will gain 
anything with labor conditions as they are 
today. My hope is that displaymen will stay 
away from unions, as display work is a field 
all its own where a man with ability can work 
himself up to an executive position. 


P. L. Pellegrini 
Daly Brothers, Eureka, Calif. 

Display for 1939 should come to life now 
that it has come of age. It should discard 
things such as surrealism, and adopt more 
realism. 

Display 
it needs more action and 


today is like the silent movies 
should talk—not 
hang back and be contented in being a silent 
salesman. More living models—more appeal 
stronger closer to life should 
dominate in the future. 
Until then display’s 
barely scratched. 


messages 


surface will remain 
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Solid Wood Pulp Board is 
designed to meet the exact- 
ing requirements of the lead- 
ers of the Screen Process, 
Sign and Display Industries. 
The unusual high quality of 
this board is the result of 
many years of practical ex- 
perience and research in the 


field. 
1---FOR WINDOW DISPLAYS 


In four thicknesses. 


1/10”—Primetex 
1/8”—Woodcraft 

3/16”—Paramount 

3/10”—Supermount 


2---FOR SILK SCREEN 


This board is non-absorb- 
ent—requires less paint 
or coating. Its smooth 
surface takes process or 
paint doing justice to the 
most detailed figures and 
designs. 


3---FOR CUTAWL 


You can depend ona fine, 
clean edge for cut-out 
letters and other products 
of cutawl machines. The 
cutawl blades remain 
sharp longer as there is 
no gritty substance in 
this board. This Solid 
Wood Pulp Board will 
not buckle or warp and 


is already treated and 
sized. 


Those who have used this 
specity it repeatedly for dis- 
plays. Why don’t you give it 
a trial? Send for samples. 


HENRY FUCHS & SON 


215 GREENE ST., NEW YORK 








FLEXO-ACTION « 
Revolving Mechanisms — Reduction Units 
Geared motors for 
any speed or current. 
‘a Quiet, powerful, de- 
He pendable. Gearing | 
enclosed in oil.Pre- 
cision construction. J¢ 
TURNTABLES - 30 ~ 
to 1,000 Ib. loads. 
ry SEND DESCRIPTION FOR FREE ADVICE % 


(e 
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_ ail North Morgan Street. 





REE COPY! 


Daily’s NEW 


1938-39 


CATALOG 


Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


BertL. Daily.Ine. 
122 East Third St., Dayton, O. 
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Donald E. Springer 
Levy's, Jacksonville 

The future of display, broadly speaking, 
can and will be enhanced if those so engaged 
undertake even more studies in the fields of 
art and merchandising—and to encourage 
those who aspire to be professional display- 
men. 

The profession, as a whole, can be held in 
higher esteem and with greater recognition 
if the practices and ethics and character of 
displaymen reveal the efforts to be a student 
of life and of higher learning. 

Every retailer, merchant, or user of mer- 
chandise display has pretty definite standards 
which must be maintained, but the display pro- 
fession can profit by adopting a higher stand- 
ard, providing the display divisions are well 
armed with facts, figures, and the above- 
mentioned attributes. 

Irvin Riga 
Potter's, Cincinnati 

I am inclined to view the coming year with 
a certain amount of optimism. This opinion 
is based on the fact that industry in general 
has shown a marked upswing; that a natural 
impetus has been given business in general. 

As to the display industry, | sincerely be- 
lieve that it, too, will profit by the upward 
curve in business and that the many new gad- 
gets and display materials now on the market 
will find larger channels of trade, and the men 
make them—and the men who display 

will ultimately profit. 


who 
them 
Richard A. Staines 

Vandever Dry Goods Company, Inc., Tulsa 

Probably there is no other profession that 
will receive more publicity from outside 
sources than the International Association of 
Display Men’s convention next June in New 
York City, during the World’s Fair. 

Let us take a brief look at the past advance- 
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ments of display. Research analysis by the 
I. A. D. M. and some other authorities have 
contributed generously toward our present de- 
gree of display proficiency. Today the display 
manager is a vital member of the executive 
staff of any progressive firm. 

Any promotional undertaking in which the 
display manager is not consulted in order to 
tie-in with the advertising department has 
proved a failure in 98 cases out of 100. 

Display for 1939 will be a revelation of 
progress in the merchandising field, where 
budgets will be cut in advertising set-ups and 
increased budgets in display. The results will 
be very gratifying, more sales at less expense. 

The American merchants should see that 
their display managers attend this giant con- 
vention of the I. A. D. M. at the Hotel Astor 
in New York City, June 25-29. There they 
will have an opportunity to view the finest col- 
lection of display photographs, hear the best 
authorities on display, and see the greatest as- 
of modern display equipment under 
one roof. Also the New York World’s Fair 
with its unlimited display ideas will be at- 
tended by everyone who visits this convention. 


sembly 


Robert A. Campbell 

Evansville Dry Goods Company, Evansville 

The past year has not been an excellent one 
for retailing in general. Various factors have 
made profits hard to get. All expenses have 
necessarily been cut and display has suffered 
along with the others. 3ut through it all 
display has progressed more in the past year 
than in any previous one. Display has been 
called on incessantly day in and day out to 
bear the greatest brunt of promotional enter- 
prise and came through with flying colors. 

As we look back on the past year we find 
that we have gained great knowledge and ex- 
perience which we can apply toward the new 
The world and display will 
Let us be happy for 
and advance in 
optimistically 


year before us. 
move for improvement. 
the opportunity to progress 
1939. Let us look forward 
toward 1939 as a year of great display possi- 
bilities. And let us staunchly remember that 
display is the most effective and least expen- 
sive of any store’s promotional program. 
C. M. Shrider 

The A. E. Starr Company, Zanesville, Ohio 

“Looks fine for thirty-nine” would be a good 
slogan to adopt for the new year. Believe it! 
Work hard for it! And we'll regain much 
of the ground we may have lost during some 
of those difficult months of 1938. They at 
least taught us to get down to thinking and 
planning—so that we now enter another year 
better equipped to do a real selling job with 
displays. 

Then, too, we have two great fairs which 
will have a marked influence on display—and 
who knows, may bring about a new trend in 
merchandising. 

Windows will also be styled upward along 
with the upward swing—and with improve 1 
business conditions more will be ex- 
pended for display purposes. 

Regimenting displaymen along with other 
groups probably reached its peak in 1938 and 
we do not expect any serious difficulties along 
that line. 


money 


M. H. Luber 
The Killian Company, Cedar Rapids 
What will display be in the year 1939? 
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It’s a question one can answer in a very few 
words ; an up-and-coming displayman does not 
have to worry about budgets, etc. It’s his and 
nobody else’s business to use common sense in 
merchandise displays and to spend the money 
as if it were his own. There are too many 
displaymen always talking, writing, and sleep- 
ing budgets and forgetting the most vital thine 
their job. 

Windows or interiors always should fit in 
with the entire sales plan of the promotion 
and advertising offices. All displays should be 
arranged to do the most good, benefitting 
your store and your community. 

Noticing the pictures in some publications, 
I must say that the merchandise arrangements 
in some localities would be very much un- 
appreciated here and that these displays show 
anything but good taste and common sense. 


Earle J. Taylor 
Strawbridge & Clothier, Philadelphia 

The use of a new, advanced, scientific light 
filter (really a new approach in the study of 
light) offers the display field some unusual 
opportunities for 1939. As a beautiful, yet 
spectacular attraction, it has real display value. 
The colors as revealed under this new filter 
are certainly the most brilliant the human eye 
has ever seen. We feel that such displays, 
with sound scientific backgrounds, are eagerly 
accepted by today’s well-read and well- 
informed public. 

R. R. Kensel 
The O. T. Johnson Dry Goods Company 
Galesburg, Ill. 

To you of the display profession who can 
turn back the pages of display history thirty 
years or more, it should be gratifying, as we 
look forward into 1939, that the display pro- 
fession has gone steadily forward. Window 
trimmers have become display directors, and 
by assuming that title have greatly broadened 
their knowledge of modern merchandising 
problems. 

The eagerness of leading manufacturers 
of consumer items to offer every assistance 
and all available materials necessary for 
successful displays is evidence that they rec- 
ognize in modern display departments one of 
their most potent publicity mediums. 

The year 1939 will see a greater develop- 
ment in manufacturer cooperation and a more 
judicious distribution of more practical and 
effective display materials to stores that are 
using them most profitably to both manufac- 
turer and retailer. 

Don J. Reish 
Crawford & Zimmerman, Flint, Mich. 

With the apparent upturn in business for 
1939, displays will step ahead again. The year 
1938 has seen us marking time and making 
use of “left-overs.” The New York World’s 
Fair will have a big influence on all types of 
window display. New and pleasing use of 
old and new materials will come to us from 
the grand show. Displaymen shouldn't want 
for ideas this year! 

A. L. Squires 
Gebhart-Gushard Company, Decatur, Ill. 

First, the new trends have made better dis- 
playmen out of us and the “powers that be” 
are more display conscious and will cooperate 
better in the future. 

Second, the manufacturer will do a_ better 
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ob of display helps. Ideas will sell merchan- 
dise, and the displayman who has them is well 
mn the road to the top. 


J. C. Nichols 
John Wanamaker, Inc., Philadelphia 

In looking forward to 1939, it is my im- 
pression that a great many developments will 
take place in the display world. This year 
will bear the fruits of several years of ex- 
perimentation in the modern field. 

Today, simplicity of design, streamlining, 
and lack of ornateness is appreciated by a 
multitude of people. The New York World's 
Fair will have a great influence in bringing 
about the untold possibilities of modern dis- 
play. 

The display window is a stage representing 
a series of plays which the store, as producer, 
gives to the public; and today’s public is edu- 
cated to expect good plays. It wants and ex- 
pects special effects, and will not give its at- 
tention unless the display is really artistic and 
dynamic. 

Seventy-five per cent of these effects will 
he accomplished through indirect, colored 
lighting, casting huge shadows on the back- 
grounds. Many of the successful displays of 
1939 will be moving mechanical displays, as 
done with special features in toy windows, 
which can also be adapted to high-styled mer- 
chandise when executed in the proper manner 

Unique ideas that fool the eyes of the pass- 
ing public will be used; such as displays that 
show one theme at one minute, and then, with 
the flash of a light—using the proper stage 
lighting equipment—will he transformed into 
an entirely different theme. 

Joseph Apolinsky 
Loveman, Joseph & Loeb, Birmingham 

As I see the future of display, it lies in 
mass presentation. That is, the using of more 
than two windows in endeavoring to promote 
events of considerable stature. As an ex- 
ample, we use eleven windows for our semi- 
annual furniture sales, also for our January 
silk sale, etc. I feel that windows can do 
a better job for a store by making an im- 
pression and this can be done by repeating the 
event you are promoting in many windows. 

W. Arthur Gray 
Lansburgh & Brother, Washington 

Another year rolls around. Another year 
of opportunity for the displayman. 

Looking back over 1938, [ think that all 
of us have made great strides in retailing. 
Sound, motion, brighter colors, ever-changing 
styles, all are weapons to do a better job, to 
increase prestige and earnings. 

The two World Fairs offer unlimited ideas 
along modern lines, and fashions going back 
to the old romantic times give us period to 
work with. 

What more could we ask for 1939? 


Donald A. Ferguson 
S. L. Bird & Sons, Detroit 

Generally speaking there’s nothing  spec- 
tacular in a drop of water. Yet all the splen- 
dor, power and beauty of Niagara Falls re- 
sult from the cumulative effect of many 
lrops of water. 

The force and power of a drop of water 

In many ways like the force of a modern 
lay displayman. A displayman alone may not 
ake a great impression, but a number of 
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for your 


PRING 
DISPLAYS... 


Nothing takes the place of Eaton Grass Mats 
for inviting lifelike settings. These close- 
cropped, carefully made grass mats look 
and feel like natural grass. Use them gen- 
erously in your spring merchandise displays 
and watch the people stop, look, and buy! 








EATON GRASS MATS 


EATON BROTHERS CORP., HAMBURG, N. Y. 


LARGEST AMERICAN MANUFACTURERS OF GRASS MATS 
Formerly Hamburg Floral Mfg. Co, Inc., Hamburg, N.Y. 


Two grades, the 32-row mat for general use, 
and the close-stitch mat for extra-fine dis- 
plays. Mats are American made. 

Order Eaton Grass Mats now from your 
local Display Equipment House. 











displaymen give force through. cumulative 
effect. 

I suggest club work to improve the display- 
man and his profession. There are many rea 
sons why club work produces exceptional re- 
sults, one of which is education through 
speakers of various types. From them we 
learn what the merchant expects of his dis 
playman; why the merchandise man depends 
so much on display; that the advertising man 
wants to help and not to predominate, as most 
of us think. 


Milo R. Landes 

Emery Bird Thayer Company, Kansas City, Mo. 

[ think that the year 1939 holds a_ vast 
wealth of ideas and themes, which will he 
taken from each of the World Fairs, both 
classical and modern in trend. The display 
field is able to dramatize and use this material 
better than any other branch of endeavor in 
that line. This year should be a_red-letter 
year for all displaymen, and will be, if they 
will only remember that they have to sel! 
themselves as well as their ideas. My best 
wishes to them all. 


Jerry Timm 
Husch Brothers, St. Paul 

Trends in display at present are changing 
so rapidly that it is difficult to forecast any 
thing definite for 1939. 

Merchants generally admit display costs 
less than any other form of advertising used 
and the results compare very favorably with 
the most expensive methods employed. Theo- 
retically, this should be so. Whether it proves 
so actually depends largely on the sales ef 
forts of the producers whose business it 1s 
to know how effective the display dollar can 
be made. 

I think 1939 will see much more dramatiza 
tion in windows than previously. L believe 
that windows will be developed with a view 
to selling merchandise—selling a theme—or 
selling an event, rather than being pretty pic- 
tures that will satisfy the display manager: 
that is, at least they should be. 


As New As 
1939 


Fextilbark is the new 
material displaymen are 
recommending for creat 
ing unusual sports. or 
outdoor windows. Textil 
bark 1s made in standard 
size sheets, 4 x 8, and 
can be cut, rolled ot 
formed into any desired 
shape. Textilbark is man 
ufactured exclusively by 
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Illustration shows our new 150-pound capacity turn 
table available for continuous or indexing (start 
ind stop) mechanism. Investigate this sensational 
new unit. 


TURN-IT-DISPLAYS sinnetots 








Guy Gunkle 

Stewart Dry Goods Company, Inc., Decatur, Ill. 

Basing a prediction on the progress display 
has made in the past year, 1939 will be most 
gratifying. The country’s successful mer- 
chants are placing more responsibility on dis- 
play because they recognize it as the most eco- 
nomical and productive medium in the adver- 
tising and promotional field. Alert and prog- 
ressive displaymen are accepting these re- 
sponsibilities as a possibility to put window 
display in its rightful place in the general 
scheme of selling. 

Mr. Displayman of 1939, you must study 
the merchandising problems of your particu- 
lar store, keep up on changing style trends, 
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know what your more successful display 
brothers are doing, study the leading display 
and fashion magazines. 

We will continue with the dramatized win- 
dow in a modified form, giving more atten- 
tion to the proper handling of merchandise 
than to background construction. I believe 
that display will be greatly influenced during 
this year by the New York World’s Fair. 


John G. McCarthy 
Brown Durrell Co., Boston 

What is the future of display and the dis- 
playman? In looking back upon the last few 
cannot help but realize the tre- 
mendous gain display has made towards its 
rightful goal, namely, a specialized profession, 
and an important factor of sales promotion. 
With a renewed trend towards the use of mo 
tion in display, and with the help of newly 
developed lighting effects and display equip- 


years, one 


ment, the profession has every chance to reach 
the top. 

The displayman who hopes to be up there is 
not the one who feels he has nothing more to 
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learn, or nothing to gain by association and 
cooperation with others in the field. No, the 
man who will be up there is the man who is 
continually alert to new ideas, styles, and 
trend and who is not afraid to deviate from 
set routine and try something different. After 
all, progress is made only by experiment. 
Max Berck 
Frankel's, Des Moines 

To become better fit for our jobs, let us 
try and become better citizens—take part in 
our national welfare and keep our form of 
government intact: the only kind that allows 
you to think and work as you desire, know- 
ing you have no fear of expressing your 
thoughts and that you have the power to exe- 
cute your job without restraint. Remember 
that only good citizens are good displaymen. 

Jest wishes for 1939 to DISPLAY 
WORLD and all its friends. 


Joe Tilner 
Campbell's, Santa Monica, Calif. 


The recently improved body design and 








OPPORTUNITY EXCHANGE 








COMBINATION MAN 
ADVERTISING, DISPLAY 


AND 


CARD WRITER 


Must be fairly experienced in all three. 
Good position and chance for advance- 
ment, for high-class specialty shop in 
Metropolitan New Jersey area. Give full 
particulars in first letter, with samples 
of newspaper advertising and names of 
past employers and all other necessary 
information. 


Address “JERSEY,” Room 1101 


DISPLAY WORLD 


Eastern Office 


175 Fifth Avenue 


New York City 


COURSES in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ- 
ual Advancement. No Correspondence Courses. 


THE RAY SCHOOLS 


William F. Ray, Pres. “Jim” Berg, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 








WANT A BETTER JOB? 


LEARN Window and Interior Display, Show- 
card Writing, Design Backgrounds, Manufac- 
turers’ Displays, Exhibition Booths. Practical 
instruction by Fifth Avenue Display Experts. 
Free Placement Service. Booklet DW. 


Broadway School 119 West 57th St. 
of Display Arts New York City 








ADVERTISING — HOME STUDY-—tThe Adver- 
tising Miuded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266B Chicago 











¢ 
SALESMAN WANTED 


50 different mannequins to choose from in vary- 
ing price ranges. Exclusive territory available 
for men of display experience calling on spe- 
cialty shops and department stores. 


THE DISPLAY EQUIPMENT CORP. 
147 West 37th St. New York, N. Y. 





SALESMAN—For display fixtures, wants posi 
tion with established house who are direct man 
ufacturers. Knows the line thoroughly; has ex 
perience in designing and manufacturing. Un- 
married; can travel anywhere. Send details. 
Address eA. M.” 
Room 1101, Care DISPLAY WORLD 
175 Fifth Ave. New York City 








Distributors Wanted for sensational electrical 
animated mass-appeal disp. projector. Fully pat 
ented. Has adv. advantages of big expensive 
elec. animated signs or billboards—yet cost is 
amazingly low. Used indoors or outdoors for 
theatres, hotels, showrooms. Attracts 
thousands. Everyone looks. Big market! Excep 
tional oppor. for exp. distrib. or agts. with finan 
cial responsibility. MOVING WORDS PRO- 
_JECTING, 4505 N. Kedzie, Chicago, Ill. 


stores, 


LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienced teachers. Inten 
sive short courses. Practical, individual work 
in each subject. Low tuition. Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
39 W. Adams St. Chicago, III. 








POSITION WANTED 


by Canadian Displayman and Cardwriter. Mar 
ried. Now employed. Desires change where 
high-class work is required. Original, industri 
ous, trustworthy, ambitious. Locate anywhere, 
Best references. For further information address 


“CANADIAN” 
Care DISPLAY WORLD 














WANT ADS 


Of all kinds, eligible for the Oppor- 
tunity Exchange. Only $2.00 per inch, 
cash with order. February forms close 
February 10. 
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facial expressions of men’s mannequins def- 
initely indicates a greater popularity of the 
“emulated human” in men’s wear displays 
during the coming year. Displaymen on the 
coast have long favored the mannequin as an 
essential part of good display, and not with- 
out reason, too. 


William Arinow 
Shillito's, Cincinnati 

A few things a display manager has to look 
forward to in 1939 are: 

1. Set the departmental layout. 

2. Make the displaymen conscious of their 
profession so that no labor condition will in- 
volve any changes in their particular setups. 

3. Keep abreast of display in all possible 
ways. 

4.Make your associates display-conscious at 
all times. 

In conclusion, make 1939 more congenial, 
happier, better planned and_ systematized. 
Give your men a chance to work in their 
ideas and give credit to the people in the de- 
partment for things worked out according to 
their suggestions. The “iron hand” never gets 
anyone anywhere. 


Questions and 
Answers 


Question: How can pin holes be removed 
from expensive gowns which have been on 
display and which are to be restored to 
stock ?—Denver, Colo. 

Answer: Usually they can be eliminated 
by careful steam-pressing in your altera 
tion department. 


Question: What was the process used by 
Lord & Taylor to “frost” the windows so 
heavily for their “snow storm” displays this 
year ?—Columbia, S. C. 

Answer: A solution of beer and Epsom 
salts was used. The beer is let stand until 
it is stale, after which Epsom salts is added 
until no more can be dissolved. Then the 
solution is patted on the glass as desired, 
forming “frost” crystals when dry. The 
beer causes the mixture to adhere. 


Question: Where can we obtain large 
chunks of raw rubber for a special display 
we have in mind ?—Chicago, III. 

Answer: You might address an inquiry to 
the B. F. Goodrich Company, or the Fire- 
stone Tire & Rubber Company, both located 
at Akron, Ohio, or to the United States 
Rubber Company, 1790 Broadway, New York 
City. 


Question: Will you please give me some 
method of making new bronze look old ?— 
Memphis, Tenn. 

Answer: If the object is small, it can be 
heated in a flame and then rubbed with a 
wool cloth dipped in finely powdered graph 
ite until the right shade is obtained. If too 
large to handle in this way, the bronze can 
be “aged” by applying a paste of the follow- 
ing ingredients: graphite, 5 parts; blood 
stone, 15 parts; a sufficient quantity of alco- 
hol to dilute to a paste. The dried powder 
should be brushed off after standing for 
twenty-four hours. 
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WHAT A LAYMAN THINKS 
OF RETAIL DISPLAY 


[Continued from page 31] 


important of all must result in some action 
on the part of the observer—action to ac- 
quire the product or a related one, and an 
ultimate purchase in the store. I think that 
attractive window displays do most of these 
things, but they could do more. People are 
often stimulated by the display of merchan- 
dise but find no leads that direct them to 
that ultimate action of invesigation and pur- 
chase. There are no informative labels or 
cards which tell in what department one can 
find similar things. Even if the observer 
goes into the store and questions the floor- 
walker, she may get only an approximate 
location. The floorwalkers should know 
what is in the windows, and so should the 
sales force. I think every clerk should be 
made to look in the windows of the store 
regularly and know the stock of the store in 
other departments than her own. 

Now if the store is limited to prestige 
stock and does not want to give any idea 
as to the price of the product displayed, a 
neutral colored card printed in type face 
characteristic of all displays in that store- 
a type face that distinguishes the relative 
prestige of the store from others—could give 
explicit locations and information. People 
want information. For example: A couple 
walking from a movie to their distant parked 
car pass store windows beautifully illumi- 
nated and displayed with the newest mer 
chandise. They may be attracted and stop 
to look more carefully. “Isn’t that stunning ? 
So dignified, so simple, so well tailored: 
much better than those hunched shoulders on 
the dresses in SoandSo’s windows. Wonder 
what the material is. Is that a two- or three 
piece ensemble? I wonder if the coat is 
heavy enough for winter without a fur coat ? 
I can’t see what the material is; why don't 
they put the models nearer the window? The 
reflection on this window is fierce.” The ob- 
server steps closer and smashes the rim of 
his hat or bumps her nose—I always do that 
after I get back from a summer vacation 
and forget I have a hat; I wouldn't do it 
if I could see the display better. I know 
that too much printing on a card will not 
be read and is a negative influence in an 
otherwise good window. 

You are all probably prejudiced or bored 
by the oft-repeated vocabulary of the art 
people. You know all about these so-called 
art principles, perhaps not from actually 
reading about them, but from using them in 
your merchandise displays. You do use these 
principles. I know that when you have 
some outsider use them you may possibly 
have a negative reaction, but in spite of 
this I dare to mention some of them. 

You all seem to balance your displays: 
that is, you give a rather satisfying, restful 
feeling of placing merchandise so that one 
side of the display is not top-heavy or does 
not feel over-crowded—with the other side 
empty. You see that relative size balances. 
You do well when it comes to color balance, 
that is, when a vivid color in one or more 
objects attracts most attention, you arrange 
the others less vivid in color so that they 
all balance together in a unified whole. You 
seem to balance the objects by the attention 
they attract. 


DISPLAY WORLD 


Your displays may have all these art qual- 
ities and still lack that quality called “pull.” 
There is a lack of emphasis. The result of 
some window displays is like camouflage; 
there is a confusion of background and ob- 
jects displayed. When a window has many 
objects in it, I find that if against a simple 
or neutral background, the eye moves easily 
from object to object provided there has 
been some thought of the relationship be- 
tween these objects and the path created by 
such arrangements. The word usually as- 
signed to that pleasurable eye movement 
from part to part throughout the whole is 
“rhythm.” If the eye jumps, rather than 
moves easily; if the eye jumps from one spot 
to another, or goes in too many directions, 
there is a lack of rhythm and a good deal 
of wasted energy. 

Transition is that quality in an arrange- 
ment that leads the eye from one thing to 
another, from one color to another, as a 
bracket leads from a_ horizontal shelf to 
a vertical wall. Transition is something 
that has not been as wel! developed as the 
other factors I have mentioned. 

I think that one of the most important 
qualities of modernism in design is that of 
horizontal relationships. This is a tip that 
could be followed profitably by displaymen. 
There seems to be too much up and down 
movement when one carries the eye from 
object to object. There should be more re 
lationship felt and a sense of satisfactory, 
quiet refinement. The shopper will not feel 
in a jitter and will have enough time to 
browse or to listen to sales talks, if the un 
even lines of sharp contrasts of up and 
down are removed. 

It takes an artist of a displayman to find 
in stock, in several different departments of 
a store, things which will go together and 
contribute to a satisfactory relationship in 
his display. Thus the importance of rela- 
tionship is not only of color but also of tex 
ture. There should be some attempt, how 
ever, to avoid monotony in the endeavor to 
produce relationships. The important thing 
is to produce unity with variety. Avoid 
monotony of equal spacing, of poor propor- 
tions, of height to width. Avoid monotony 
of shape. 

Broaden your interests. Visit local art 
exhibits. Be alert to the times. What news 
items selected from a good paper will even 
tually influence design? Will you be able 
to predict styles from such news items? Will 
you be prepared when they come? What 
can you predict from the influence of out- 
standing movies? Where are you going to 
get your ideas in a hurry? You can play 
an interesting and very profitable game of 
solitaire; bet on the possible outcome of 
news items on future styles. You will soon 
be able to predict them and be ready with 
appropriate ideas. 

I think my point to you may be summar- 
ized in, “Don't fuss with details of small 
things.” Give attention to the big thing, the 
effect of the whole display as a unified whole 
and the details will be found to contribute 
to and become a vital part of that whole 
Don’t forget that people do look at your 
displays, that they are critical and that they 
are also appreciative. Realize the impor- 
tance of the educational value of your pro- 
fession to the future taste of American citi- 
zens. 
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specializing exclusively in 


—VELVETEENS— 


36-inch attractively priced, permitting their 
unrestricted use for all branches of display. 


—RAKO-SEAL— 


a lustrous plush at an unusual price 


Wholesale Only — No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 East 22nd St. New York, N. Y. 


e @ BOO 


Put that TROPICAL Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO... 


Immediate delivery from the largest stock in the 
U. S. All sizes from ™% inch to 7 inches in diameter 
Write for samples of 
Fabricated Bamboo and Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 




















You spend good 
money for adver- 


ARDBOARD tising cutouts or 
. «EASELS g2%,n50"% 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 

















PUT SPIRIT IN YOUR DISPLAY 
with Ic electricity a day. 
Guaranteed for one year 
For vertical or horizontal display 
Goodman Guaranteed Turntables 
Price $6.00—$25.00 
Within the reach of every re 
tailer. Literature and quantity 
discounts upon request. 
GOODMAN FLEXIBLE SLEEVE 
FORM CO., MFRS. 
19 W. 34th St., New York, N. Y. 














MANNEQUINS + TOMORROW 


Exclusive Territory 


Open For 
Representatives 


DISPLAY EQUIPMENT 


CORPORATION 


147 West 37th Street 
New York City 


BUYING MANNEQUINS? 


WRITE FOR 1939 BOOKLET or 
See Them in Our Display Rooms 
ee 








We recommend this 
new line for style, 
quality, and reason- 
able price. It has no 
extremes to make it 
short-lived. Excellent 
figures, facial types, 
finish, movement 























Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the disp!ay line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out Zor you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
) Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case LigKkting 
C) Signs—Card Holders 
{_) Signs—Brass—Bronze 
C) Signs—Electric 

[7 Sleeve Forms 

C) Stencil Outfits 

() Stock Posters 

(] Store Designing 

(}) Store Fronts 

() Tackers 

() Time Switches 

() Turntables 

[] Valances 

[) Wall Board 

O) Window Drapes 

[) Window Lighting 

[) Wood Carvings 


{] Do you wish a copy of their catalogue ? 
C) Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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DISPLAY WORLD 


R PUI) 


JANUARY, 1914 

Peter Deverick resigned his position as 
display manager for Hahne & Co., Newark, 
N. J., after being with the firm for nearly 
twenty-five years. He was succeeded by 
Frank Hannon. 

Ray Pierce, assistant display manager for 
James McCreery & Co., New York City. 
completed a western trip ef display inspec- 
tion of the Chaflin group of stores. 

Twenty displaymen of San Antonio, Texas, 
I. W. Molander, Frank 


responsible for the 


formed a local club. 
Brothers, was largely 
new organization. 

The Twin-City Window Decorators Asso- 
ciation of Minneapolis and St. Paul, Minn., 
held a meeting at the Hotel Radisson, with 
some fifty present. B. J. Muill- 
ward, Mannheimer’s, president of the group, 
acted as toastmaster. During the affair he 
was presented with a loving cup in appre- 
ciation of his services during the first year 


members 


of the club's existence, the presentation being 
wade by the dean of Twin-City displaymen 
cc. S; Youne. 

In keeping with what seemed a general 
move to form local display clubs, several new 
eroups were announced, including Buffalo, 
N. Y., Houston, Texas, St. Louis, Mo., and 
Rochester, N. Y. C. A. Cook and W. J. 
Shearn were president and vice-president of 
the Buffalo club; A. Karp and M. J. 
for the Houston club; Al Hagen, The Grand 
Leader, and J. H. Nobleman, Nugent's, for 
St. Louis; and E. Dudley Pierce, Sibley. 
Lindsay & Curr, and G. C. Boultbee, Mc 
Curdy & Norwell Company, for the Roch- 
ester organization 


Sues 


JANUARY, 1929 

Officers of the Central Illinois Association 
of Display Men were planning a meeting 
to make arrangements for the semi-annual 
convention of the group. I. F. Kalb, secre 
tary, was handling details. 

First prize of $250 in the Asseciated Men's 
Neckwear Industries display contest was 
won by W. W. Yeager, FE. M. Kahn Com- 
pany, Dallas, Texas. Second prize of $150 
went to Bob Hanson, Nelson-Moore Com- 
pany, San Diego, Calif. 

Frank G. Bingham, now display manager 
for Robertson Brothers, and whose “Think 
This Over” column appears regularly in 
DISPLAY WORLD, was operating the 
Bingham Display Advertising Service in 
Elgin, Il. 

Forty-two members of the Detroit Display 
Club were entertained at a dinner at the 
Scarab Club. 

Ed Lamprich, Kline's, was elected presi- 
dent of the St. Louis Display Club. 

Joseph Cummings Chase resigned his po- 
sition as display manager for James Mc- 
Creery & Co., New York City, in order to 
devote his entire time to portrait painting. 
Frank R. Stephens, 
Loeser & Co., 


He was succeeded by 


formerly with Frederick 


Brooklyn. 


Leon Kelley resigned as display manager 


JANUARY, 1939 


for The Hecht Company, Washington, D. C., 
to accept a similar position with The Boston 
Store, Chicago. 

Jerome Jaffray, Jaffray Display Service. 
was reelected president of the New York 
Metropolitan Display Mens Club. 

Special Mannequin 
For Schiaparelli? 

It is being hinted that Elsa Schiaparelli is 
having a special mannequin designed and 
constructed for her apparel showing at the 
Golden Gate International Exposition, to 
open in San Francisco, Calif.. early this 
year. 
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DISPLAY BOOKS 


AT SUBSTANTIAL 


PRICE REDUCTIONS 


TO CLOSE OUT REMAINING STOCKS 


THE WINDOW DISPLAY MANUAL 
By J. T. Chord 


A complete text book on the practical technique of 
successful window display practice. Used as the 
course of instruction in many window display classes. 
Breaks down the subject of window display into its 
very fundamentals, establishes definite display prin- 
ciples, and then proceeds to show their application. 
Thirty-two chapters covering every phase of display. 


240 pages, size 9 x 12, profusely illustrated with 
diagrams and window photos, cloth 
bound. Regular price $5.00. 


Now only $250 


THE ART OF DECORATING SHOW WINDOWS 
AND DISPLAYING MERCHANDISE 


It covers the subject of how to display merchandise 
in the show window and store interior in a thorough, 
practical manner. This is the fifth edition and thou- 
sands of copies have been sold. There are thirty- 
seven chapters covering every type of window 
display and related display problems. 353 pages, 
size 9 x 12, over 350 illustrations, 15 full col- 
bound. Regular price $4.00. 


Now only | $2.50 


THE MANUAL OF SHOW WINDOW BACK- 
GROUNDS FOR MERCANTILE DISPLAY 


Containing innumerable practical suggestions with 


ored background suggestions, cloth 


complete construction and color details for attrac- 
tive backgrounds for every event. The manual from 
cover to cover is chock-full of practical ideas for 
attractive background construction. The simple 
method in which the author has presented the ma- 


terial makes it an easy matter for you to adopt it 
to your own requirements. 250 pages, size 10 x 


$9.50 


7'4, over 125 illustrations, cloth 
bound. Regular price $3.50. 
Now only 


DISPLAY MANAGERS’ HANDBOOK 
OF DECORATIONS 


EGYPTIAN SERIES. Sixteen 9 x 12 plates em- 
bracing approximately 150 sketches of decorative 
details, including complete Egyptian 


window settings. Portfolio — style. $9.50 


Regular price $5.00. Now only 


JAPANESE SERIES. Sixteen 9 x 12 plates illus- 
trating a large variety of decorative details of 
Japanese architecture, dress, pottery, 


sculpture, jewelry decoration, etc. $f >.SO 


Regular price $5.00. Now only 


MODERN BACKGROUNDS 
FOR WINDOW AND INTERIOR DISPLAY 


A collection of selected backgrounds, panels, 
screens, etc. 32 pages, size 9 x 12, 


paper bound. Regular price $1.00. 50 
Now only  & 


ONE HUNDRED ALPHABETS 
FOR THE SHOW CARD WRITER 


A collection of the alphabets used by the leading 
show card writers, with many examples of show 


card and window signs for all occa- 


sions. 48 pages, size 9 x 12, paper : IS 
bound. Regular price $1.00. Now only Cc 


All Prices Quoted Are Postpaid 
Remittance Must Accompany Order---All Sales Final 


DISPLAY WORLD 


Cincinnati, Ohio 




















Cutawl’s BIGGEST JOB 





MAKEfI939 YOUR BIG YEAR 


You can make 1939 your big year for profits with effective cutout 
displays. Let the Cutawl speed up your work and reduce your costs. 
No need to wait. Get a Cutawl now and pay for it out of increased 
profits. Mail the coupon today for the Cutawl catalog and full 
details of our Easy Payment Plan. p 


THE INTERNATIONAL REGISTER CO. 


13 S. THROOP STREET CHICAGO, ILL. 


The “CITY of LIGHT” 


The world's largest diorama under con- 
struction for exhibition at the 


NEW YORK 
WORLD'S FAIR 1939 


by Consolidated Edison Company of 
New York, Inc., and affiliated companies. 


Nearly a block long and more than three stories 
high this model of New York City will have 
over 4,000 cutout buildings and 130,000 cutout 


windows. 


WITH THE CUTAWL 


—work of this magnitude is produced quickly, 
easily and inexpensively because there is no 
limit to the size of the material which can be 
cut and no starting holes need be drilled. 


Constructed by 
Diorama Corporation 
of America 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


U S E T ‘4 | S Please send me: Your Name.. 


[] Cutawl Catalog Company Name 


COUPON 


[] Details of Easy Payment Address 
Plan City... 











